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NOW DEXLOCK IN TU-TONE COMBINATIONS 
AND NEW INSERT-TOP, TULIP KNOBS 


Now Dexlock key-in-knob sets offer a new peak of entrance elegance in 
an economy lock. They're now available with such tu-tone finishes as Brass 
and Black or Bronze and Chrome in standard 2%" or 5" backset. Avail- 

. , able with Dexter designed escutcheons for entrance doors as well as all 
functions for interior doors. Plus, such Dexlock features as economy price, 
factory assembled tie screws, easy cylinder removal, self-aligning latch and 
solid brass pin tumbler cylinder —no die cast or powdered metal parts. No 
lock installs faster than a DEXTER. 





Privacy set in 
Black and Brass 










Passage set in 
Bronze and Chrome 








Portrait escutcheon, 
diamond movunting, 
in Brass and Black 
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In Canada: 

Dexter Lock Canada Ltd., 
Galt, Ontario. 

In Mexico: 

Dexter Locks, Plata Elegante, 
S. A. de C. V. Monterrey. 
Dexter Locks are 

also manufactured in 

Sydney, Australia; Milan, Italy 
and Porto, Portugal. 


DEXTER LOCH DIVISION 


Dexter Industries, Inc., Grand Rapids, Michigan 
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@ Wood sidings are durable materi- 

als which add their own distinctive 
characteristics to modern home design. 
Many dealers find that by offering a wide 
selection of wood sidings they can increase 
their sales opportunities. 

Weyerhaeuser produces a choice of popular 
patterns which give beauty and durability 
to exteriors in contemporary as well as tra- 
ditional styling. Each pattern is precision 
manufactured from one of the West Coast 
softwood species, and scientifically kiln-dried. 
Each bears the Weyerhaeuser 4-Square 
brand name, which assures your customers 
of reliability and quality. 


Basically better because... 


IT’S KILN-DRIED 


Trademarked Weyerhaeuser 4-Square Lumber 
is properly seasoned by scientifically con- 
trolled methods of drying. The result is lumber 
which has maximum strength, finishes easily, 
and holds nails securely. Kiln-drying also pro- 
motes dimensional stability. 





Besides being kiln-dried, Weyerhaeuser 
4-Square Lumber is precision manufactured, 
uniformly graded and identified, and carefully 
handled. All these features contribute to the 
consistently high quality of Weyerhaeuser 4- 
Square Lumber, creating customer satisfac- 
tion and profitable repeat business for dealers 
who sell it. The Weyerhaeuser 4-Square trade- 
mark is your assurance that you are buying 
lumber and building products which are 
basically better. 


ER: Natural finish Red Cedar siding gives this lovely 
XE: contemporary home a pleasant informality. 


Weyerhaeuser Sales Company 


ST. PAUL 1, MINNESOTA 
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THIS BRAN 
IS YOUR 


PROTECT 


Serve more of your customers’ all-around needs, with CFeI 
Nails and Staples. CFeI is one of America’s most versatile and 
thoroughly experienced producers of nails and staples of virtually 
every size and type... for everyday or special applications. 

A wide variety of smooth, screw or ring shank 

types are available from large stocks in 

standard 5, 25, 50 and 100 pound containers. 

And we’ll tailor-make others to customer 

needs on a special to-order basis. 


Leading American Societies, Associations 
and Building Products Producers have 
approved or recommended specific 

nails for best results. Have these 

specific nails available for your 


customers by stocking the Brand. 


Contact the CF«lI repre- 
sentative nearest you, for full 
details and prompt delivery 
on all CFel 

Hardware Products. 


THE COLORADO FUEL AND IRON CORPORATION 
DENVER + OAKLAND 


Albuquerque * Amarillo Billings * Boise * Butte « Denver ¢ El Paso « Ft. Worth ¢ Houston « Kansas City « Lincoln (Neb.) « Los Angeles 
Oakland * Oklahoma City * Phoenix © Portland « Pueblo « Salt Lake City * San Francisco * San Leandro « Seattle ¢ Spokane « Wichita 
CANADIAN REPRESENTATIVES AT: Calgary « Edmonton * Vancouver * Winnipeg 
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Whether you operate one truck or twenty trucks, you can’t buy a tire that costs 
less per mile than Firestones. Billions of miles of carefully kept fleet records prove 
Firestone truck tires outwear all others. 

Firestones last longer because Firestones are built better. Take Firestone S/F— 
Safety-Fortified—cord. Firestone tempers cord, but doesn’t stop there. Firestone 
gum-fortifies every fiber for a permanent lock between rubber and cord, 
measures every individual ply with electronic precision. 

The result is extra miles, lower cost per mile for every user of Firestone truck 
tires with S/F—Safety-Fortified —cord. Every Firestone truck tire is an outstanding 
value in long-wearing, dependable performance. No wonder more going 
concerns go on Firestones! See your local Firestone Dealer or Store for truck 


. k . . ‘ : 
tires or truck tire service - TRANSPORT TRACTION 
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SALES, NOT MONEY GROWING PROBLEM FOR HOUSING INDUSTRY. 


Stimulating the public's desire for a new home in just a matter of a few 
months has become the No. 1 problem for the building industry. A check this 
week by our editors showed bankers begging for mortgage paper in most sections 
of the country. Even Los Angeles, long short on cash, was being offered money 
by banks and insurance firms as far away as New England. 













Saving deposits began soaring in November, hit their peak this January and 
began to stabilize somewhat in February. Chicago S & L's for example said their 
January deposits were up over 125% from the same month a year ago. January 
usually is a top month for deposits but bankers say abnormal factors were at 
work this year. They blame recession talk for a tendency of people to defer 
major purchases and save more. Also noted, was a trend by investors to liqui- 
date stocks and bonds and put the cash in banks to ride out the recession. 













NEW SALES TOOLS FOR MERCHANDISING HOMES TIMED JUST RIGHT. 


Progressive manufacturers with kits for merchandising model homes should get 
a big play this spring because, as noted above, selling not financing is 
vitally important. Builders are often slow to use promotional tools and dealers 
can perform a valuable function by urging their use. In talks with bankers, we 
find them eager to know about what's available. Check your suppliers and their 
representatives for details. To mention a few companies ready with kits: Owens 
Corning, Celotex, Douglas Fir Plywood Association, United States Gypsum Co., 
Weyerhaeuser. Watch our sales aids department for new items. 
























FURTHER PRICE CUTS ON IMPORTED PLYWOOD. 


Modest price reductions on imported plywood was noted in key areas this 
week. Shipments should be carefully checked to See that the plywood is not 
3/16" because this thickness is beginning to enter the country. Laun is still a 
big traffic-builder but many dealers are up-grading cuStomers and noting that it 
comes rather easy because many prospects want something not quite so common. 
Preferences for woods are constantly changing and follow somewhat trends in 
furniture. A wider selection of samples, prominently displayed, is paying 
profitable dividends for many dealers. 


Prefinishing of Laun is widespread at the distributor and larger dealer 
level. Some of the "beauty treatments" look handsome but have doubtful life on 
the job. Anticipate loud complaints when some of these panels are cleaned by 
potent, modern detergents. It's already beginning to happen. 









































HOUSING PICTURE LOOKS GOOD, BUT. 


Old timers who look facts in the face, and frequently peer over our shoulder 
as we put this magazine together, suggest we should bring up a few minus fac- 
tors. They comment builders will need a lot of pushing to increase the level of 
merchandising on new homes. They also say "quickie" strikes in the building 
trades are a very real possibility, especially if Reuther gets increases from 
the auto industry. Another clinker could be a mild cement shortage. It is true 
that after lots of red tape, the highway program will really begin to roll this 
spring. Inventories are low and many plants have little cement on hand. 





































SEARS EMPHASIS ON MORE CREDIT SELLING. 


Speaking before the Ohio Hardware convention, Walter F. Kilrain, Sears 
credit manager, disclosed that 44% of the chains sales were now on credit. Rib- 
bing the hardware dealers, he noted that a recent Sears survey showed that of 
266 hardware ads they studied in 50 publications, only 8% made any reference to 
credit available or installment buying. 
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Plywood Price Crisis Almost Over, Say Mills; 


What’s Happening 


MARCH 17, 1958 


Dealers Protest Gypsum Price Increase 


¢ Pricing becomes hottest subject as spring building gets 


underway, with builders planning greater percentage of 


low-cost homes. 


* Nose dive of prices on fir plywood, caused by overproduc- 


tion, will firm soon as more mills slice output, according to 


authoritative plywood sources. New statistical services may 


help to stem runaway plywood production, mill men say. 


Production of fir plywood in the Pa- 
cific northwest is now being curtailed 
in some quarters via the close-down 
method, indicating an end to the ply- 
wood price breakdown. Individual op- 
erators tell American Lumberman, 
“We've had it.” 

“We are well below our break-even 
point at $64,” is the consensus of many 
of the industry executives. Others 
appear to be able to take still more 
beating. 

“We're pegging our price at $76 
now and are trying not to accept or- 
ders below this point. We can barely 
exist at $72, and we’re dead below it,” 
they say. 

Yet there's optimism. While these 
men are closing their plants for in- 
definite periods, they say without ex- 
ception there will be more plywood 
sold in 1958 than in any other year. 

This optimistic feeling is expressed 
in specific terms at the Douglas Fir 
Plywood Association in Tacoma. 

“We look to see about 5% billion 
feet of plywood sold in 1958,” says 
Jim Fowler, DFPA director of public 
relations. “This is about 4% to 5% 
better than 1957.” 

The present hectic fir plywood situa- 
tion is made plain by industry produc- 
tion and sales statistics. During the 
four weeks of February, production 
was greater than sales by some 4414 
million feet. During the first seven 
weeks of 1958 sales have averaged 105 
million feet while production has aver- 
aged 115 million feet. But— 

“Orders for 1958 thus far have 
been running 11.39% ahead of last 
year for the same period,” explained 
Fowler. 

Plants are closing. Among the fir 
plywood plants which are curtailing 
production, closing or already have 
closed are Three Rivers Plywood, Cen- 


tralia Plywood, Industrial Plywood, 
Standard Veneer, Durable Fir & Lum- 
ber, Poulson Plywood, Jefferson Ply- 
wood. 

“T know of 20 to 30 mills that are 
closing,” said M. S. Munson, manager 
of the worker-owned Lane Plywood, 
Inc., Eugene, Ore. 

“We were closed during the week 
of March 10 and may be down longer, 
depending on our order file,” he said. 

“Our workers are behind curtail- 
ment 100%; it’s the only answer. We 
hope other mills come to the same 
conclusion.” 

George N. Raknes, manager of the 
already-curtailed Centralia Plywood, 
Inc., Centralia, Wash., explained the 
plans of that worker-owned plant. 

“We are not meeting the last price 
break,” he said. “We work five days, 
then shut down for a week or longer. 
This is better for our men than run- 
ning a four-day or three-day week. 

“Our worker-stockholders have a 
good understanding of the situation. 
Also, on the weeks we’re closed they 
qualify for unemployment compensa- 
tion. Their pay while working has 
been $72 net after withholding; un- 
employment compensation in Wash- 
ington state is $35 per week, so they 
can exist.” 


Mills still opening. In the face of low 


prices and _ production curtailment 
trends, plywood plants are still being 
opened. The most recent issue of a 
Pacific Northwest lumber and ply- 
wood production newspaper reports at 
least six plants being readied for 
opening. 

How come? Mon Orloff, manager 
of the Aberdeen Plywood Corp, Aber- 
deen, Wash., and of the worker-owned 
Mt. Baker Plywood, Inc., Bellingham, 
Wash., said: “We have an order file 
at Bellingham but our overall situa- 


tion there is poor, orderwise. We plan 
to close another week late in March. 
At Aberdeen we haven’t been operat- 
ing for nine months but we are start- 
ing again. We have an order file but 
we’re not meeting any $64 price on it. 
We are beginning to produce western 
poplar plywood sheathing with ex- 
terior-type glue, plus a line of hard- 
wood plywood panels. We are selling 
our sheathing at $72 and are refusing 
anything lower. Our boat hull grades 
are still selling on last year’s $90 
base. 

“We feel the weather has been 
partially responsible for the present 
market in fir plywood. Here in the 
Pacific northwest we’ve had a very 
mild, open, good production winter 
while in the midwest and eastern 
states a hard winter has_ stopped 
building dead.” 


Co-ops deny responsibility. Charges 
are untrue, it is claimed, that the 
present situation of too much produc- 
tion has been caused by worker-owner 
pressure on co-op plant management 
for continued payrolls in the face of 
ruinous prices. 

“The worker-owned plywood mills 
about 30 of them—have run from 3% 
to 5% below the industry in produc- 
tion for over seven months,” according 
to Bronson J. Lewis, manager of the 
Worker-Owned Plywood Association, 
Olympia, Wash., trade group for these 
mills. “When the price dropped to $64, 
our people have just given up,” he 
said. “In this or any of our other work 
we have no kind of concerted action 
and stay away from it,” emphasized 
Lewis. 

Pacific northwest sources reveal 
that about 65 privately-owned plywood 
mills are now considering forming a 
statistical service to aid them control 
production costs, output and sales 
balance. This, it was explained, would 
tend automatically, through education, 
to stabilize production and keep it in 
step with sales. The independent mills 
apparently are seeking action to do 
for them what Lewis’ organization 
does for the worker-owned plants. 

At the same time, the Douglas Fir 
Plywood Association has expanded its 
regular statistical reports to make it 
easier for an individual mill operator 


(continued on page 134) 
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Only from 
Kennatrack... 
eleven series of 
by-passing door 
hardware 


Only Kennatrack offers you quality 
to meet every need for home, 
office and light industrial building. 


Only Kennatrack concentrates all 

of its engineering and manufacturing 
skills to produce hardware for 

gliding and folding doors. This is 

the reason for such exclusive 

and important installation features as 
hangers with “‘floating’’ wheels, 
expansion sleeve and top 

center mounting. 


Look for the name Kennatrack. 
It is your assurance of track that 
“lasts a housetime.”’ 


Custom 600 - 700 
Exclusive! 8 Floating Wheels 


Custom 650 - 750 


Exclusive! Expansion Sleeve 


Scottie 2025, 2050, 2075 
with Grip-lock Hangers 


Scotsman 1800 
with new I-Beam Track 


Fascia 5000 - 5500 
with Concealed Track 


Custom 250-A 
Exclusive! Step-up Track 


For quiet and for quality 


KENNATRACK’ 


KENNATRACK is sound- 
conditioned; it glides. Only 
Kennatrack offers hangers with 
eight floating nylon wheels. 


KENNAFRAME. Original all- 
steel frame, with aluminum 
track and hangers for fast, 
easy pocket door installations. 
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SOUND-CONDITIONED GLIDING DOOR HARDWARE 


Kennatrack Corporation, Elkhart, Indiana 
A subsidiary of Ekco Products Company 
©1958 
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Panel and batten 


Discovered! Golden profits in them thar ridges! 


RIDGELINE 


Here’s the panel for the builder who wants to put more personality into his houses. 
Masonite® Ridgeline® presents a soft combed textured surface that adds distinc- 
tion, whether viewed from the street or from a few feet away. You can sell it for 
siding, shingles, or panels with battens. 

Naturally, Ridgeline has all the year-around protection against the elements that 
every Masonite exterior panel offers. In addition, it takes paint or stain equally well. 

You’ll discover the selling gold in Ridgeline—when you promote it for new homes, 
remodeling, interior walls...as well as for stores, offices and other public buildings. 
Your Masonite Representative will give you an assist. Or send the coupon. 


Dramatic, practical possibilities in commercial work 


March 17, 1958, AMERICAN LUMBERMAN AND 














Shingles 






a 







~~ 
: : 


5 x, sa! 
Sa - Le oe) 
of . t a ~ «2 
¢ os ; es eS 
et yrs » “Sate” 
es £ : m3: raha # ; 


“ve ee Nae” ie he 











Masonite Corporation 
Dept. AL-3-17, Box 777, Chicago 90, IIL. 


Please tell me more about the opportunities in selling 
products. 










Masonite exterior 
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®Masonite Corporatio cturer of quality panel products, 
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in Fir Plywood 


DFPA-first again to open new markets for you 
New vacation cabin promotion fits the trend fo leisure living. Tie-in for profitable plus sales. 


q1. Advertising and pub- q 2. Cabin Plans*designed 
licity pre-sells idea... tells ' by top architects make your 
your customers “enjoy leisure yard “cabin planning head- 
more in a vacation cabin... quarters.” Order plans for 
see your lumber dealer.” your customers from DFPA. 


3. Sales Tools* includep 
big, full-color idea booklet 
showing cabins, floor plans. 
Also tie-in newspaper ad 
mat for your own promotion. 


*Write DOUGLAS FIR PLYWOOD ASSOCIATION, Tacoma, Washington, for samples and complete information. 


REMEMBER! Stock and sell only DFPA quality grade-trademarked plywood 
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You can see the difference! 





MACKLANBURG-DUNCAN CO. 























M-D PUSH GRILLE NO. 15 M-D PUSH GRILLE NO. 23 M-D PUSH GRILLE NO. 11 


A graceful addition to any combination door Made especially for 32” or 36” combina- Made especially for storm doors. Available 
—wood or metal. 16” high for either 32, tion doors—wood or metal. Approx. 23 for 32” or 36” door. Approx. 12” high. 


36” or 42” doors. high. 
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M-D PUSH GRILLE NO. 4 


= 
A very inexpensive and graceful push () 
grille. 4” high for 32” or 36” doors. i * 
—z te 
Y a _—= — 
eh M-D PUSH GRILLE NO. 12 


fi 

Made especially for storm 
doors. Available for 32” or 
36” doors. Approx. 12” high. 
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M-D PUSH GRILLE NO. 6 


A handsome grille for aluminum or wood 
doors. 6” high for 21”, 23”, and 27” 
insert panels and for regular 32” or 36” 
doors. 


M-D PUSH GRILLE NO. 16 


Made especially for com- 
bination metal doors, 15” 
high for 21", 23” and i 
insert panels and for regu- 
lar 32” or 36” doors. 


BUILDERS soid by a 


Hardware, Lumber and 
Building Supply Dealers. 


DEALERS oxver to- 


DAY — your order will re- 
ceive prompt shipment! 





You can sell the difference! 


Available in 3 Rust Proof, 
. Tarnish Proof, Lifetime Finishes. 
-—Alcrome, Alias, Miri og 
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FITS-ALL NO. 1 


y ) ‘ | 
if Accordion-like action permits ex- 
a] pansion to fit all doors. 
= FITS-ALL NO. 5 


Fully adjustoble for nearly all 
standord size screen or metal com- 
bination doors. 

















FITS-ALL NO. 8 


Features M-D's patented “flower-pot"’ style holder which makes 
it easy to install this popular grille on nearly all standard 
size doors. Individually packed. 








¥ 



























































FITS-ALL NO. FS FITS-ALL NO. S6 FITS-ALL NO. 9 M-D MESH GRILLE Nu-WAY SCREEN 
Can be adjusted to fit Graceful in design and Designed to fit all Interlaced ribs form stron DOOR GRILLE 

all doors from 22” to fully adjustable on standard door and ad- protection. Available for 32 For doors or window guards. 
30” wide, and from standord size screen justable to many and 36” doors. Fits 30”, 32”, 36” and 42” 


75” to 55” high be- doors. others. doors. 
oy 


MACKLANBURG-DUNCAN CO. "iq 


P. O. BOX 1197 @ OKLAHOMA CITY 1, OKLA. Since 1920 





What’s Happening 
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FRANK CROSBY (right), Northern California director of HIC, was moderator of a re- 
modeling panel at a Seattle meeting attended by 200 builders, lumber dealers and asso- 


ciate members. 


Left to right: lumberman Tom Farrell, banker Ray Gilkerson, builder 


Omar Brown, architect Robert Evans and FHA official Marshall Moore. 


Remodeling Gains Impetus in West 


Contractors, builders, other groups add support to Home 


Improvement Council activities. 


There is a strong indication that an 
increasing number of contractors and 
builders are helping retailers by latch- 
ing on to the national HIC program to 
give impetus to home remodeling. 

When a formal charter was present- 
ed to the Home Improvement Council 
of the Greater Bay Area, San Fran- 
cisco, there was a heavy representation 
by contractors and builders in addition 
to lumber dealers. 

Much of the work in organizing the 
new chapter, established as as affiliate 
of the Associated Home Builders of 
Greater East Bay, was handled by 
John I. Hennessey, executive vice- 
president of the builder group. Dennis 
L. Garrehy, who has been named ex- 
ecutive director of the Northern Cali- 
fornia chapter of HIC, has offices in 
the Associated Home Builders’ head- 
quarters in Berkeley. 

Frank Crosby, public-relations direc- 
tor, Permanente Cement Co. and Kai- 
ser Gypsum, is the northern California 
director of HIC. To date, he has made 
more than 100 presentations through- 
out the west to lumber dealer groups 
to explain HIC and stress the need for 
stimulating interest in home remodel- 
ing. 

The huge Bank of America also is 
actively supporting the HIC and it 
now plans membership for all of its 
600 or more branches in California. 
Also actively participating in behalf of 
HIC is the Urban Renewal Foundation 
of Oakland, which has established a 
listing of local HIC contractor mem- 
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bers for reference to homeowners. 

A program soon will be started using 
major radio stations for spot news an- 
nouncements on HIC developments. 

“As a result of meetings with lumber 


dealer groups at both Grant’s Pass and 
Medford, Ore.,” Crosby points out, “75 
dealers put up $100 each for a local 
radio, television and newspaper pro 
motion which ran for 13 weeks. 

‘Each dealer tied his own advertis- 
ing into the program and everyone 
ended 1957 with an improved volume 
over '56.” 

Contest changes. In New York, Don 
Moore, executive director of the Home 
Improvement Council, announced that 
local chapters will sponsor the second 
phase of HIC’s three-part homeowner’s 
contest. The “How’s Your Home?” 
phase, scheduled to end June 30, will 
be followed by a year-long perform- 
ance contest requiring actual comple- 
tion of a home improvement project 
with the aid of a local council member. 

During the six months of July 
through Dec. 30, local chapters will 
conduct local performance contests. 
The national performance contests will 
be held in the first six months of 1959, 
and will include all entries in chapter 
contests plus entries from homeowners 
in areas where there are no local 
chapters. 

Color film to explain HIC. Moore 
also announced the availability of a 
color film strip explaining HIC’s pro- 
gram and objectives. The film, pro- 
duced by Life Magazine, is designed 
for use by local groups planning chap- 
ters of HIC, but is also available to 
individuals. 

Copies of the 14-minute, 35 mm film, 
with its 33% rpm record narration, 
can be obtained from HIC, 2 East 54th 
St., New York 22. Copies of the script 
are also available to persons consider- 
ing using the film. Applications for 
HIC membership can also be obtained 
from headquarters at address above 
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New Data on Packaged Lumber 


The suggested standard package 
specifications you see above are those 
proposed by  Boise-Cascade Corp., 
Boise, Idaho; Weyerhaeuser Sales Co., 
St. Paul, Minn.; Sterling Lumber & 
Supply, Chicago; and Acme Steel Co., 
Chicago. 

The specifications are taken from a 
new handbook of instructions, “Pack- 
aging and Loading Lumber for Ship- 
ment in Box Cars,” prepared and avail- 
able from Acme Steel Products Div., 
Acme Steel Co., 135th St. and Perry 
Ave., Chicago 27, IIl. 


Step-by-step procedure for making 
an individual package, loading of pack- 
ages in boxcars and applying steel 
strapping for either interlace secure- 
ment or chain-tie securement are in- 
cluded in the 28-page booklet. Load- 
ing instructions are given for the re- 
ceiver without dock or ramp access 
to the boxcar and with 6,000-lb. lift 
truck, a 15,000-lb. truck or both. 

Dozens of stowage patterns for both 
the 50'6” boxcar and the 40’6” boxcar 
show how virtually any combination 
of lengths can form a stable car load. 
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The MAN with the MONEY 


wants his lumber right now! 


When your lumber-buying customer (the Man with the Money) 


is an industrial user, he doesn’t usually stockpile lumber. He de- 





pends on you, the dealer, to deliver what he needs on short notice. 
If you can’t, you may lose a good customer . . . for keeps. 

You'll never have to worry about periodic shortages with South- 
West Lumber Mills! Southwest’s two big mills are indoors, oper- 
ate year ‘round! And Southwest Brand Ponderosa Pine is an ideal 
industrial item. It’s versatile, easy to nail, low in cost. 

The industrial-type Man with the Money uses a lot of lumber 
for crates, boxes, pallets, skids . . . for cement forms, bracing, scaf- 
folds and so forth. Stock a dependable supply of Southwest Brand, 
the lumber end-stamped with the “Indian Sign.” You'll be a man 
with money, too! 


Her e kind « Wt 
1Pin wnber 
the aan. soft texture of high-altitude timber 
kiln dried precision milled e brand identified 
clean, bright appearance ; waxed ends 
consistently graded e carefully handled and loaded 
speedy, dependable delivery the year ‘round 


vf ‘/ nhe ' , " dal ; 
nd Oo d er and service Southwest deliver 
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SOUTHWEST BRAND PONDEROSA PINE LUMBER 
Made to please the Man with the Money—your customer 


\ fo uthwest 


LUMBER MILLS, INC. 











General Offices: P.O. Box 908, Phoenix, Arizona 
Mills at Flagstaff and McNary 
SIDING « SHEATHING 
SUB-FLOORING e+ ROOF DECKING 
PANELING 
INTERIOR FINISH 
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Housing Outlook: Liberalized FHA; Expanded FNMA; 


VA Extension, with Direct Loans; Urban Renewal 


¢ Housing legislation now in hearings will be shaped partially 
as anti-recession measure. Democrats under Sen. Sparkman 
as well as the Administration are ready to give lavish Gov- 
ernment assistance to building industry, especially subsidies 


for slum clearance. 


¢ Dealers and custom-builders will especially benefit from a 
proposal to raise FH \-insured loan limitations from $20,000 
to $30,000, part of Administration bill. 


This is the month of proposals for 
the Housing Act of 1958 in Washing- 
ton and it is a busy month indeed. No 
matter which of the handful of bills 
will be enacted, you can be sure that 
it will provide every assistance to 
home building that the government 
can offer. 

At press time, specific proposals in- 
cluded the Democrats’ bill sponsored 
by Sen. Sparkman; an Administration 
bill offered by Housing Administrator 
Albert Cole and proposals of Sen. 
Capehart (R.-Ind.). 

Suggestions include continuation of 
the veterans’ housing program, an 
increase of money to Fannie May and 
stress on urban renewal assistance. 

Revitalized VA. Sparkman would ex- 
tend the veterans’ guaranty for two 
years and make available $300 million 
for direct GI loans. Capehart would 
also extend VA and in addition would 
provide flexible mortgage rates for 
veterans’ loans up to 6%, thus putting 
VA mortgages in competition with 
other mortgages. 

FNMA funds. Sparkman’s bill would 
provide the Federal National Mort- 
gage Association with additional funds 
for three categories of mortgages, 
including a provision that FNMA 
would be authorized to purchase FHA- 
insured or VA-guaranteed mortgages 
for $13,500 or less. Some $1 billion 
would be made available to the Presi- 
dent for purchase of home mortgages 
generally as a means of retarding a 
decline in mortgage lending and home 
building. And the bill would authorize 
FNMA to purchase an additional $100 
million of military housing mortgages. 

The Administration’s proposal 
boosts the limit on mortgages, which 
Fannie May can buy to $20,000 from 
its present $15,000, and would let 
Fannie May quit buying special assist- 
ance mortgages (such as cooperative 
and military) at par. Furthermore, 
the bill would authorize an additional 
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What Price Down 
Payments? 


While down payments begin to slip 
on conventional mortgages due to ex- 
cessive credit now available, most of 
the housing industry and the politicians 
in Washington are advocating substan- 
tially lower down payment require- 
ments on FHA insured mortgages. 

The National Association of Home 
Builders proposes a sliding scale of 
down payments calling for 3% on the 
first $12,000; 10% on the next $4,000 
and 25% on the value over $16,000. 

(Present requirements are 3% on the 
first $10,000 value; 15% on the next 
$6,000 and 30% on that over $16,000.) 

A reduction in the '/2% premium 
charge for FHA insurance is also sug- 
gested by many housing people. 











$90 million to Fannie May for buying 
of mortgages for urban renewal and 
housing for elderly people. 


Raise FHA limitation. Cole’s bill would 
raise limitations on FHA-insured 
mortgages from the present $20,000 to 
$30,000. The Sparkman measure 
would reduce down payments on FHA 
mortgages so that only 3% down 
would be required on houses costing 
up to $13,500. 


Co-insurance plan. According to Cole 
and Dr. Thomas Johnson, assistant 
FHA commissioner, the housing offi- 
cials still place hope for enactment of 
the “co-insurance” plan detailed in 
American Lumberman (February 17 
issue) which provides FHA insurance 
for the “top 25%” of indebtedness on 
certain conventional mortgages. How- 
ever, this was not part of the first 
Administration’s bill to reach the 
floor. 

Dr. Johnson told American Lumber- 
man that FHA is also promoting ex- 
tended assistance for rental housing 
by raising the present 414%4% interest 


ceiling for multiple family dwelling 
insurance. 

Urban renewal. The Administration’s 
measure would start a six-year $1,- 
350,000,000 program for slum clear- 
ance and redevelopment under which 
the burden would’ gradually be 
switched from the Federal govern- 
ment. It would authorize Washington 
to guarantee private loans up to a 
total of $150 million to rehabilitate 
non-residential areas, “particularly 
declining downtown areas.” 

Sen. Sparkman was critical of 
President Eisenhower’s recommenda- 
tion that local governments share in 
the planning of urban renewal con- 
struction. This, the senator said, can 
discourage communities considering 
slum-clearance programs. At the end 
of last year there were 491 slum- 
clearance projects underway in 299 
communities, he added, and hundreds 
of small and medium-sized communi- 
ties are eager to join in the nation- 
wide task if the present manner of 
federal assistance is continued. 

Union clamp. Meanwhile in Wash- 
ington the National Labor Relations 
Board issued orders that building un- 
ions must drop their closed shop re- 
quirement and other illegal hiring 
practices. 

Implied enforcement of the ban on 
closed shops by NLRB comes after 
mounting criticism within and outside 
of the building industry that such 
practices have contributed heavily to 
the spiraling costs of construction. The 
ban on closed shops has been on the 
Taft-Hartley law books since 1957, 
but it has frequently been ignored in 
the building industry, the NLRB action 
indicated. 

Also in Washington, the Federal 
Home Loan Bank raised the limit on 
the amounts of money which savings 
and loan organizations can borrow 
from the 11 regional home loan banks. 
This could mean a further easing of 
credit for mortgages. Savings and loan 
groups write about 40% of total mort- 
gage credit. 


January Contracts Down 

Residential building contracts in 
January 1958 amounted to $777,423,- 
000, five percent below the level a year 
ago, according to F. W. Dodge reports. 
The number of dwelling units totaled 
63,121, down 2% from last year. 

Contracts for non-residential build- 
ings were down 17% from the compa- 
rable month in 1957. 
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OTHER NEW ESCUTCHEONS ... 
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DOORWARE 


Aloha Peacock Gives“All-Star” Dealers an Edge! 
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A pocket full of profit... 
NEW! HAReVEY Pocket Door Frame Pak Fits All Door Sizes 





Just what the builder wants .. . Har-Vey’s Handi-Frame 
is fashioned to satisfy the most discriminating buyer. 
Besides fast, easy one-man installation your customer is 
assured of perfect door control for a lifetime because 
famous Har-Vey Sliding Door Hardware is a part of 
every Har-Vey Handi-Frame. Remember Har-Vey lets 
people feel the difference in a quality home. 


Har-Vey Handi-Frame cuts your inventory, handling 
and sales cost... it comes complete, including tele- 
scoping header and track assembly, door pulls and 
rigid split jambs and studs in one easy to handle Handi- 
Pak. One Handi-Frame fits all sizes of doors from 2 to 
3 feet wide and 6 to 6 feet 8 inches high. Har-Vey 
helps you build better, more satisfied customers. 


your customers want fast ONE-MAN installations like this . . 


CUT TELESCOPING NAIL HEADER TO JAMB 


HEADER TO SIZE 


—= Wa 4 - yo 
write for Bulletin H-16 
AMERICAN SCREEN PRODUCTS COMPANY 
General Offices: 61 E. NORTH AVENUE 


NORTH LAKE, ILLINOIS 
©1958 by American Screen Products Company 
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CUT NAILING STRIPS 


ATTACH HARDWARE 
AND HANG DOOR 


ERECT SPLIT JAMBS 
AND STUDS 


World's largest 
manufacturer of 
window screens 


Oe SS eee 


SCREENS 
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STANLEY SLIDING 
WINDOW! 


with integral fin trim 

















Model 25 
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» MEET ALL NEW FHA REQUIREMENTS 















e Integral fin picture window available to 
be used separately or mulled to slider 






de | 
el nite t.. / @ Nail holes pre-punched into surround 
i] eee 
' (\) stinger 4 e Interchangeable screen and storm panel 
spe available 






STANLEY BUILDING SPECIALTIES CoO. 
Subsidiary of The Stanley Works of New 
Britain, Conn., Dept. AL 3,1890 N.E. 146th St. 





e Integral screen and storm panel retainer 
channels at head and sill 













North Miami, Florida for free information and e Available in both 2 and 3 sash series 
prices on the complete product line, or ask to e Lightweight sash easily removed for 
| see a Stanley salesman. cleaning when in unlocked position 





Warehouse stocks in Atlanta, Camden, Elkhart, x prescribe ga a 
Houston, and Los Angeles to service you better. nylon rollers and weatherstripped around 
entire perimeter with wool pile and 
virgin vinyl 









Certain desirable territories still available 
e Extruded finger pull integral part of sash 











AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


This famous trademark distinguishes over 20,000 ) quality products of The Stanley Works—hand and electric tools 
NS TA N L E Y ° — and industrial hardware « drapery h « door Is * aluminum windows « stampings « springs 


coatings ¢ strip steel + steel strapping—made in 24 plants in the United States, Canada, England and Germany 
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LO-F Fics: HOME INSULATION 


‘ MEANS 
eLESS STORAGE SPACE 
LOWER HANDLING COSTS 
© FASTER INVENTORY TURNOVER 


No other home insulation offers a greater 
combination of profit possibilities for building 
supply dealers. 
Let’s examine the basic principles of making money 
these days in the home insulation business. 
FIRST, warehouse space is a big problem. The 
insulation you handle should come in compressed 
rolls that require less storage area per square 
foot of insulation. This will aiso hold truck space 
requirements to a minimum, saving on 
transportation costs. 
(L*O*F Glass Fibers’ Home Insulation takes 
only 25% of the storage space of ordinary 
insulations.) 
SECOND, handling costs are important. The 
insulation should be extremely lightweight. 
Workers should be able to stack rolls without using 
lift trucks. Loft space can then be utilized 
without worry about the weight factor. 
(One bag containing 400 sq. ft. of L*O*F Glass 
Fibers’ Home Insulation (standard thick) weighs 
only a fraction of the same quantity of ordinary 
insulation.) 
THIRD, slow-inventory turnover slows profits. If 
your insulation does not offer superior home-selling 
advantages and top insulation performance, 
your warehouse space is not being used profitably. 
(L*O*F Glass Fibers’ Home Insulation offers com- 
fort-benefits unduplicated by other insulations.) 
By any standard of comparison, L*O*F Glass 
Fibers’ Home Insulation offers the greatest profit 
possibilities in the market today. 


*Patent Pending 





Suttping: sa Tentals 





1. Compressed rolls take less than 2. Lightweight rolls are easier to 3. It's Thermo-Sensitive. Helps home 4. Soft and pleasant to handle. 
half the space of other types of store in lofts... easier to load cool off faster in summer. . . cost Doesn't settle or crumble. 
insulations. and unload. less to heat in winter. 


Immediate delivery is assured from distribution points all over 
the country. Available in standard widths and three thicknesses. 
For the name of your distributor, write: L*O*F Glass Fibers Co., 
Dept. 58-38, 1810 Madison Ave., Toledo 1, Ohio. 
©Copyright, L-O-F = Fibers Co. 


L°-O-F GLASS FIBERS COMPANY rotepvo 1, oni0 
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NEW TRE! 


Alert lumber and building supply dealers are already capitalizing Se Natt na 
rong National and Trade 


on this new trend by featuring and promoting Forestone*, the het: 
Advertising 


fissured woodfiber acoustical tile designed especially for home 
use. They’ve found increasing interest among home owners and * High-styled color pages in Saturday 
Evening Post, Better Homes & Gardens, 
: House Beautiful and Sunset throughout 
beauty. Forestone’s 12” x 24” tiles are center scored for 12” x 12” the year. 


contractors for this exclusive acoustical tile with the built-in 


appearance; T&G flange-joints make trouble-free installation ° Full pages, two colors in select busi- 


easy for builders and do-it-yourselfers alike. Warm white factory ness publications to reach architects, 
: : . builders, contractors and decorators. 


finish is flame resistant. 
* Plus a full-coverage program of hard- 
selling merchandising and point-of-sale 
with Forestone. Mail the coupon for full information. display materials. 


Take advantage of the new trend—get extra volume and profit 
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Simpson Logging Company 
1014 White Building 
Seattle 1, Washington 


Please send complete Forestone information and name of my nearest Simpson 
distributor. 


Oe 
FIRM 
ADDRESS 


CITY ZONE 
Please print 


*Reg. U.S. Pat. Off.—U. S. Pat. No. 2,791,289 
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Happy builder has saved trouble and added extra 
appeal, because his windows came with a lustrous, 
protective finish of DuPont METHACRYLATE, after 
being chemically cleaned and etched at the factory. 





WIN extra money 


Why risk losing good customers by supplying them with windows 

covered with mill grease and improperly protected! You'll be money 

ahead and sure of satisfying by suggesting WARE aluminum windows 

. every one of which is chemically cleaned and ethed at the factory 

.. and the lustrous finish is then preserved by DuPont METHACRYLATE 

—exceeding Federal Specifications. Your builders will be 100% sure 
of passing FHA inspection, too! 


Why not get all the facts on the competitively- 
priced Ware Window line. Write Dept. AL-3. 


QUALITY (apy 
AHA ED e 





Econ 0 Ware ma eRite and 


con Prog 
Econ 0 Wa Awning ¢ Awning ovectod 


Ware Laboratories, Inc., 3700 N.W. 25th St., Miami, Florida 
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Simpson Medium Density Overlaid 
Plywood Siding is an exterior-grade 
fir plywood with a resin 
impregnated fiber (CREZON) 
bonded to one or both sides under 
heat and pressure. Color: yellow. 
Available through your distributor. 





PD-81B 
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HOW TO SAVE CUSTOMERS 30% + 


on siding installation and painting costs and still 
maintain the quality and strength of natural wood. 


SAVE 30% + ON LABOR. Large, easy to handle 4’ x 8’ Simpson overlaid plywood 
sheets go up fast with fewer nails, less cutting, less waste, less bracing and blocking. 
SAVE 30%-+-ON PAINTING. The overlaid surface has a unique velvety tooth that 
takes paint easier, saves paint and painting time, eliminates the need for sanding, sealing 
and patching. Two coats do the job of three and they last years longer between re- 
painting. Overlaid surface prevents checking and blistering. Specify “Simpson Medium 
Density Plywood.” Write for free sample and additional information. 


RELY ON 
e m Simpson Logging Company 
vnpson Sales Office, Plywood and Door Products 

2301 N. Columbia Blvd., Portland 17, Oregon 


MéeéM Regional Offices in New York, Cleveland, Chicago, Denver, 
Minneapolis, Memphis, Dallas, Los Angeles, Portland, Seattle. 
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IT TAKES A WINDOW LIKE 


poe ee) —) SB pele] \ & 


pifol PRIME SLIDING WINDOWS 


have features no other can match 


Capitol is the first manufacturer to design a 
prime sliding window with a positive air- 
tight, weather-tight seal. The new Capitol 
aluminum prime slider uses a special com- 
pressive vinyl seal and employs a new de- 
sign of the meeting rails that is so efficient 
that wind-driven water at hurricane force 


cannot get through! 


Sell Capitol and you’ll further benefit from 
the product development and sales experi- 
ence of Capitol, world’s largest manufac- 
turer of aluminum doors. 


Keep in mind that you can get your alu- 
minum combination storm doors and win- 
dows from Capitol, too. 






































RIGID FRAME .. . EASY OPERATION 
... NOT A RATTLE 


Heavy aluminum extrusions are 
welded into a rigid frame, rein- 
forced by the strength of a fixed 
center bar. This design plus per- 
fectly mitered corners make sag- 
ging or warping impossible. Sliding 
sections have nylon guides. Units 
slide freely at the touch of a finger. 


PATENTED FINGER-TIP 
AUTOMATIC LOCK 


This is the finest sliding window lock 
made today. Attractively designed, 
it opens at the touch of a finger... 
automatically locks when the win- 
dow is closed. It's truly fool-proof. 


EASY, TROUBLE-FREE INSTALLATION 


With the simplicity of design and 
easy-to-follow instructions on every 
window, improper installation is 
virtually impossible. 
















A wonderful sales opportunity... 
ROLLING GLASS DOORS 


oy Capitol 


You can capitalize on the growing demand of 
homeowners for modern rolling glass doors with 
the complete line of magnificently engineered 
doors by Capitol. 


Available in two and four-panel units, in widths 
from six to sixteen feet, in various heights to 
eight feet, Capitol rolling doors appeal to the 
builder because of their sound engineering, qual- 
ity construction, ease of installation. 


Perfect machining, careful assembly and factory 
checking assure trouble-free installations. You 
may have Capitol rolling doors with 14’’ plate 
or Thermopane. 
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TYPE O-X TYPE O-X-X-O 





A SINGLE SOURCE . . . SINGULAR SERVICE 
for all your aluminum doors and windows 





CAPITOL PRODUCTS CORPORATION 
Mechanicsburg, Pa. 





Please give me complete information as soon as possible on 
Capitol Prime Sliding Windows 
Capitol Rolling Glass Doors & Screens 

[|] Capitol Combination Storm Doors & Windows 


t 


NAME 





COMPANY. i ee 





ADDRESS 








TELEPHONE 





It's gust as important 
toknow how it’s sold 


HERE'S HOW! 


You sell a complete line of 
Window Screens... 
Between the famous Columbia-matic TENSION SCREEN 
and the new Columbia Tubular Aluminum FRAME 


SCREEN, you have a stock size screen for 90% of all win- 
dow screen sales in your trading area. 


.. That Builders Can’t Resist... 


Columbia Screens appeal to builders for three big reasons. 
(1) They cut installation costs drastically. (2) As “brand 
name” screens, they have top merchandising value. (3) 
Ruggedly constructed, they eliminate “service callbacks.” 


... Neither Can Consumers... 


John Q. Public recognizes the name and value of Columbia 
Screens. He likes the ease of storage, ease of putting up... 
taking down, good looks, rustproof, stainproof features. 
And he, too, likes the price. 


..- Because of Advertising, Merchandising and 
Sales Promotion... 


This year, as in every year, Columbia Screens are being 
constantly promoted to builders thru both advertising and 
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.. .as it 8 toknow 
who made it! 


direct mail. And to clinch the tremendous remodeling and 
replacement markets, Columbia again furnishes you with 
point-of-sale advertising and display material to help close 
every potential sale. 


... And because of the SERVICE 
only you can give: 


First, you offer a complete line of window screens from 
stock. Second, you are equipped to cut special sizes from 
stock for special orders. Third, every screen you sell has the 
100%, unqualified backing of The Columbia Mills, Inc., 
and Fourth, you have the complete backing of Columbia’s 
coast-to-coast manufacturing facilities and 72-hour service. 


And by the way ... it is important who makes window 
screens. Columbia does not retail its own screens — Colum- 
bia is a partner ... not a competitor. 





To learn about the Columbia Franchise and its tremendous 
advantages contact your Columbia Distributor, or write Dept. 54 





THE COLUMBIA MILLS, INC. 


120 W. Onondaga Street, Syracuse 1, N. Y. 
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How America’s Greatest TV Salesman 
can increase Paint Sales and Profits for you! 
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GARRY MOORE, one of TV’s outstanding personalities, also con- 


sidered the foremost salesman in this field, features Rubberized WALLHIDE Wall 
Paint and SUN-PROOF House Paint each Friday on his popular daytime show. 









® This program is being viewed in millions of homes during the peak paint 
season, over the CBS-TV network and affiliated stations. 






® Cash ir on increasing sales opportunities for these famous Pittsburgh Paints, 
created by this great star. Mail this coupon. 










Pittsburgh Pilate Giass Company, 
Paint Division, Dept. AL-38, Pittsburgh 22, Pa. 


! 
| 
! 

ITTSB URGH Alt ITS | Gentlemen: Please give me more information on how 
| | can use Garry Moore's program to increase paint 
| sales and profits in my store. 
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SYMBOL OF SERVICE FOR SEVENT 







| Address aX 
| City 
| County 











IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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The New Red Brand 
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roll sign... 
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& WIRE COMPANY °¢ PEORIA, ILLINOIS 





selling aid for you! 


Famous RED BRAND fence, recognized for years by 
. the top red wire, now carries another mark of quality — 
only fence line a metal RED BRAND sign. It’s a new and special fea- 


that sells on sight! ture designed to help you get still more customers and 


faster sales. It teams up with the widely-known 
RED BRAND to let everyone know the best fence on 
sight! Now, every roll you sell will add another local 
poster to help you sell still more. 


This display, firmly attached to the woven wire, is 
putting the name of RED BRAND out front—on 
highways, on roads, in stores. Your customers will be 
seeing this sign on RED BRAND fence on farms 
throughout your territory. They’ll be seeing it on rolls 
of RED BRAND fence in your place of business. 


Farmers know the name of RED BRAND means extra 
value. They’re learning the facts about this long-last- 
ing fence through Keystone advertising in leading 
farm publications and over radio and television. 


See your RED BRAND salesman soon to learn how 
RED BRAND promotions benefit you. 


KEYSTONE STEEL & WIRE COMPANY °° PEORIA 7, ILLINOIS 
RED BRAND® Fence - RED BRAND® Barbed Wire + Bale Tie - RED TOP® Steel Posts - Nails - Keyline Poultry Netting 
Ornamental Fence + Non-Climbable Fence + Gates + Keymesh® + Keycorner + Keybead «+ Keywall 
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New, Low Cost, 
Now Available for FHA & VA Homes 


New Moistop, Sisalkraft bonded to poly- 


Concealed Flashing 


crawl spaces. A hard hitting advertising program 


ethylene and fungicide treated, is certain to result 
in added profit opportunities for dealers han- 


dling this high quality, low cost material. We 
have combined the proven strength of Sisalkraft 
with the permanency of polyethylene. 

In addition to its volume use as a concealed 
flashing, you can sell Moistop for use under ail 
concrete floors as protection against 
moisture passage and for use in 


Other Products in the Sisalkraft Line 


Chicago 6 « 


will be released to architects and builders next 
month telling them of this new product. Capital- 
ize on this market by getting in a stock right 
away. Standard widths from 6 to 96 inches. For 
more information write our nearest office or 
your usual source of supply. 


AMERICAN SISALKRAFT CORPORATION 


New York 17 © San Francisco 5 


ORANGE LABEL SISALKRAFT — Reenforced, waterproof building paper * COPPER ARMORED SISALKRAFT — Electro sheet copper 
SISALATION — Reflective insulation and vapor barrier * VAPORSTOP — Rot resistant vapor barrier + SISALITE — Polyethylene 
SISAL-GLAZE — New glass substitute plastic 


SISALKRAFT PRODUCTS ARE AVAILABLE IN CANADA THROUGH ALEXANDER MURRAY & CO., LTD., MONTREAL 
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2 new <Snap Ct soied 


-. 


74 as outstanding as the famous 


7 Seymour Smith Snap Gt Pruners 


~, 


ey 
Trims grass easier ® 
W because this with plastic 
TENSION BAR —> (&2 $2.75 


holds blades 


in proper A ; oe No. 207 
tension. ¢ . aa without plastic 
A , grips 
; ay $2.50 


Blade tension automatically adjusts to the cutting job. 
Tougher the grass, the greater the tension. Blades preci- 
sion-edged, hollow ground. Plastic, no-blister grips are 
wonderfully comfortable. Will be a big seller because, when 
you add to these features the magic name of “Snap-Cut,” Af, 4 Self-sell 


you have a winner. ; product 
$ tags 





customers 


the 








features. 


Cuts hedge easier f boy on 
because this 2S pie 
TENSION BAR —~@p) __- this 


holds blades in spring steel 


proper SHOCK 
tension <— ABSORBER 
; 4 ; eliminates jolts 

F to wrists and arms. 


Finest hedge shears that can be made. Only these give your 

customer the advantages of precision-edged, hollow ground B No. 154-9 
blades plus combined shock absorber and blade tension bar. 3 $5.25 
In addition, they carry the name “Snap-Cut” which means 

quality to millions. 





Good names 
make sales 





It’s a snap with 


Other new “Snap-Cut” items 

FEATU RE a you should carry—“‘Snap-Cut” 
Lopping Shears, “Snap-Cut” 

Tree Trimmers and “Snap- 

Our big national advertising will work for you Cut” Stand-up Grass Shears, 


Our consumer advertising, addressed to the 2% million 
“Snap-Cut” pruner users, says—now you can have the Garden Shears 


same outstanding performance in “Snap-Cut” Hedge C y Ler Mh , 70. Zi 
2 


Shears and Grass Shears. 
Seymour Smitu 
Since 850 











Sales Representatives: John H. Graham & Co., Inc. - 105 Duane St., New York 8, N. Y. 
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When a customer asks for paint 
—also sell him brushes, sandpaper, 
and other painting accessories. 


| 
| 


By all means —don't forget to sug- 


gest beautiful Amerock Cabinet 
Hardware to give the job a ''profes- 


sional look. 





Put an extra Amerock display 
in your Paint Department for extra 


sales and profit. 


Ask your Amerock wholesaler 


AMEROCK CORPORATION 
Rockford, Illinois 
SEE AMEROCK HARDWARE 
ON DISPLAY 
AT YOUR CONVENTION 


What’s Happening 





“Best Houses-for-the-Money” Award 
Won by Texas Lumber Dealer 


Top prize for the “Best-House-for- 
the-Money” in Texas was awarded 
William M. Dickey, owner, Avalon 
Mill and Lumber Co., Houston, at the 
recent NAHB convention in Chicago. 

Dickey’s 1,977-square-foot house has 
a brick and plywood exterior; it has 
34’x22’ combination family room and 
three bedrooms, two full baths and a 
dining area. The family room is 
planned so it can be shut off from liv- 
ing room activities. 

Dickey says his prize-winning house 
was built from the kitchen out. The 15 
square-foot kitchen was used as a 
showplace for the appliances distrib- 
uted by Dickey—built-in freezer, re- 
frigerator, oven, range, disposal and 
cabinets. 

The Texas prize-winning home can 
be built for about $10 per square foot 
or $20,000, excluding lot. Although 
this was the lumberman’s first contest 
entry, it won both state and national 
honors. Last year it was selected by a 
board of home-building experts as rep- 
resenting the best in homes by Texas 





Home Study Course for 
Millwork Available 


Lumber dealer personnel as well 
as jobbers are invited to enroll in 
the new home study course in mill- 
work developed and administered 
by the Michigan State University, 
Continuing Education Service, East 
Lansing, Mich. 

The course has been nearly a yea 
in preparation, following a grant of 
$5,500 by the Northern Sash & Door 
Jobbers Association. 

Designed as a six-month study 
course leading to a Certificate of 
Completion, the program provides 
for exams after each of 12 separate 
lessons. Subjects include stock mill- 
work estimating. For enrollment 
data, write Carl W. Nagle, secre- 
tury, Northern Sash & Door Jobbers 
Association, 11 S. La Salle St., Chi- 
cago 3, Ill. 
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FLOOR PLAN places bedroom wing away 
from living area. Dining and family room 
areas are combined. William M. Dickey, 
owner, Avalon Mill and Lumber Co., inset 
above. 


I 








builders. Because of the tight mort- 
gage money situation, Dickey has spe- 
cialized more in commercial than resi- 
dential construction. 

Dickey says that utility companies 
are helpful in staffing model homes. 
They send attractive, well-informed 
hostesses to explain the appliances and 
answer other questions about the 
house. 

Geo. S. Goodyear, NAHB president 
in 1957 was one of the judges in the 
contest, which was sponsored by 
American Home magazine. 


Southern Pine Convention 


The 48rd annual convention of the 
Southern Pine Association to be held 
in New Orleans, April 9-11, will com- 
memorate the 350th anniversary of the 
Southern Pine lumber industry. 

Big market potentials, such as school 
construction, will get close scrutiny; 
the promotion of wood-built schools is 
a major anniversary aim for Southern 
Pine. Other major topics will include 
wood research. 
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Why a builder insists on $P?|B Southern Pine 


for his own home 


HOW SPA SEL 


QUAL rv CONSTRE 


Ap You CAN SURE 


Sop MILLS FOR QuALlT PE 


g, Re oe 
| nee 


Larry Carrier of Bristol, Tennessee, builder of the noted “Drift A builder appreciates not only the 
wood” houses, knows the importance of wood in traming. “It's the strength but the long-lasting beauty of 
skeleton that holds a house together. That’s why, for my own home, SPIB Southern Pine. Mr. Carrier’s 
I built with an eye to the future and insisted on SPIB Southern Pine. home presents a proud face of SPIB 
The SPIB mark tells me the wood is dry.”” Dry Southern Pine is the Southern Pine, painted pure white in 
strongest structural wood you can get. Houses built a hundred years ago the tradition of the fine old Southern 
with Southern Pine are sound and trim today. Ask your lumber dealer. Pine Colonial houses. 





/ 
» Saeed Build with an éye to the future -insist on SPB 


SPIB No2@ SP FOR FREE BOOKLET WRITI 


: SOUTHERN PINE ASSOCIATION, BOX 1170, NEW ORLEANS 





AMERICAN LUMBERMAN 


F oreign-Made Goods Under Fire 


W AST month over 100 representatives 

ot American industry met in Wash- 
ton with the announced goal of hammer- 
ing out a program aimed at amending 
President Eisenhower’s proposed trade 
agreements legislation extending pres- 
ent laws for five years and permitting 
the chief executive to reduce tariffs 5‘« 
each year at his discretion. 

Right up front at this meeting were 
producers of many products sold by the 
lumber and building products retailer. 
They included people from hardwood 
plywood, glass, board products, hand 
tools, builders hardware, light fixtures, 
metal specialties and many other items. 
Retailers in this field can hardly be un- 
concerned over the pitched battle which 
seems to be shaping up. 

The reciprocal trade system has been 
in operation for more than 27 years and 
the chances for a big jump in the tariff 
rate seems quite doubtful. It is quite 
likely that congress will keep present 
rates and give the President a two-year 
extension but no discretionary powers. 
For his part, the President will argue 
that he needs low tariffs to combat in- 
creased economic pressure from Russia. 
His opponents will point out that U. S. 
industries need relief, especially during 
the present recession. 

From the retailers point of view, it 
seems to come down to this: when he 
buys foreign goods extreme care is sug- 
gested. Either he must watch quality 
himself or he must select supply sources 
known for their reliability. Every ship- 
ment, every carton, every item must be 
inspected for quality and eventually 
complete customer satisfaction. It is 
wise to keep in mind that recourse fre- 
quently is far from easy, as compared to 
merchandise purchased in this country. 


HIS is especially true or hardware— 
locks, butt hinges, door closers and 
the like, where prices are sometimes 
50% below domestic products. Remem- 
ber, however, that replacement parts 
could be a problem and that when orig- 
inal stock is exhausted there may be no 
more, or the next lot may differ from 
the first. 
In all this controversy over foreign 


trade there is little discussion of the re- 
tailer or his customer. The emphasis 
seems to be on the producer and his wel- 
fare alone. Few retailers will knowingly 
sell shoddy merchandise and this is es- 
pecially true of the lumber dealer who 
prizes his reputation for quality mate- 
rials. 

On the other hand, if imported goods 
are well-made and the price is attractive, 
can the retailer refuse to pass on to his 
customer good buys? These are competi- 
tive times and the dealer has in the back 
of his mind the thought that if he doesn’t 
stock the item, it will turn up in another 
yard just down the street. Producers in 
the U. S. now frankly admit that a high 
percentage of imported merchandise is 
being manufactured with the latest 
equipment and the most advanced 
methods. 


HERE is no doubt in our mind that 
the dealer would prefer to sell mer- 
chandise made in this country for many 
reasons. However, he would like to see 
domestic manufacturers streamline their 
production, develop more efficient distri- 
bution and invent many new products 
with real sales appeal. While the empha- 
sis now may be on price, we note the be- 
ginnings of foreign products with unique 
features which sell entirely on their own 
merits. In this Sputnik age, we should 
never raise artificial trade barriers 
which will encourage domestic producers 
to turn out anything but the finest prod- 
ucts American ingenuity can contrive. 
Recently the editor of a publication in 
the machine tool industry visited Ger- 
many and wrote a factual series of 
articles telling American producers just 
what they were up against. His series 
was killed because the publisher mistak- 
enly believed that in this way he could 
materially help U. S. manufacturers. We 
say mistakenly, because in the long-run 
concealing facts will never help an indus- 
try. We have faith in the skill and in- 
genuity of manufacturers serving this 
industry. It may be tough going at pres- 
ent, but we believe they will learn to 
stand on their own feet and retrieve 
much of their market on the basis of 
merit. Gordon J. Lawler 
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EDITORIAL 





Connie Haines sings the praises of PY 
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@ BPs PAINTS 
are tops in quality \ 
@ PRESTIGE LINE that wins 
and keeps customers 


@ UNMATCHED 
SELLING PLAN 
that assures extra sales 


@ EXCLUSIVE DEALER 
FRANCHISE 


@ COMPLETE LINE 
of products for every 
paint need 
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C. Hager & Sons Hinge Mfg. Co. + 139 Victor Street + St. Louis 4, Mo. *® 
Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 
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In These Changing Times: 


In times of stress, such as today’s business 
leveling, we all turn with renewed respect to 
the conservative, who in booming days was 
often viewed as a little slow-pokish. 

In many ways, such is the attitude of many 
people about many lumber dealers. Contrary to 
the fate of contractors and developers, many 
of whom folded their tents when the market 
dropped a little, he has enjoyed a new position 
of respect during the past two years. 

Many segments of the industry, from manu- 
facturers to builders, rediscovered the strong 
hand of the lumber dealer as he propped up 
poorly-capitalized contractors and again he 
he showed new-found skills as a merchandiser 
for both new homes and remodeling. Like many 
conservatives, he had simply reserved his real 
business strength and ability until it was truly 
needed 

% 

The average dealer not only has had to con- 
tend with a general decline in housing—but 
he also has been faced with formidable new 
forms of competition within his own ranks. 
Where by-passing direct to builders was once 
a primary problem, now it is “by-passing” to 
“wholesaler-retailers” and other newcomers. 

The emergence of the pseudo-wholesaler and 
big cash-and-carry lumberyards has coincided 
with the declining housing market. The down- 
turn in housing began two years ago, precisely 
at the same time that many of the newcomers 
to building material distribution were setting 
up shop. 


So, while on the one hand the dealer has re- 
gained respect for his conservation, that same 
conservatism has been acutely challenged by 
new and successful competitors. 


Problems or Progress? 


3ut these competitors are, in fact, further 
strengthening the entire retailing structure. 


As a result of aggressive new competition, 
many lumberyards are discovering that alert 
purchasing, management and selling can bring 
more profits even against high-volume opposi- 
tion. Wholesalers are also showing renewed 
awareness that their resources must be used to 
great advantage in helping the independent 
dealer meet price competition. Out of the prob- 
lems emerge progress. 


*% * *% 


This must be kept in mind when reading the 
editorial studies, which start on the next page 
This research not only gives you exclusive facts 
on the “new” competition—but case examples 
of how typical, conventional lumberyards are 
meeting and beating this competition. 


Louis A. Buelow, president of N. J. Braun 
Lumber Co., Jefferson, Wis., wrote to American 
Lumberman last month: “Your last issue had 
a wealth of information and it is help of this 
kind that keeps the lumberman on his toes and 
abreast of what is happening in our field of 
operation.” 

We were exceedingly pleased that Mr. Buelow 
used the words “wealth of information” and 
“what is happening.” In a nutshell, that pre- 
cisely describes the editorial reports in this 
issue. These reports fulfill our vow to Mr. 
Buelow, and to you, to “strive with even greater 
vigor to make our magazine more meaningful 
to you and in the industry.” 


The Editors 


Turn page for 16-page staff field study 
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A.L. Distribution Report 


NEW TYPE OF RETAILER 





Carl Buchan, 
president of fabulous 
LOWE'S, 

with headquarters in 


North Wilkesboro, N. C,, 


says of his company: 


“High-Volume, 
Low-Margin, 


One-Price--But Not Cash 


Sales goal of southeastern chain is $27 million for 1958 


-mostly from small town and rural areas. 


A substantial por- 


tion will be in building materials. Here are the facts. 


On an old-fashioned street in a 
small Carolina village, in what not 
too long ago was a typical old-fash- 
ioned hardware store, marketing 
history is being made by one of the 
youngest, new-fashioned manage- 
ment staffs in the retail building 
material industry. 

Some people have called what 
goes on in North Wilkesboro, N. C., 
the ultimate in “cash-and-carry” 
retailing. Others have termed the 


40 


operation as a discount company. 

But Carl Buchan, one of the 
founders of “Lowe’s,” strongly de- 
nies such labels. 

“We at Lowe’s are simply a big- 
volume, low-margin, one-price retail 
company, together with an associ- 
ate-store program patterned after 
traditional marketing concepts of 
Western Auto Stores,” Buchan told 
American Lumberman. 

There can be little argument over 


PLEASE 


CHECK:"LOAD 
EFORE LEAVING 


“high volume” at Lowe’s. From the 
North Wilkesboro nerve center, the 
Lowe management team supervises 
nine branch outlets and four associ- 
ate stores in the Carolinas and in 
Virginia, three of which were 
opened within the past year. Com- 
bined sales in 1957 was almost $20 
million, a substantial portion of 
which was building materials and 
hardware. The goal this year is $27 
million. The firm claims to be the 
world’s largest dealer of Alcoa alu- 
minum roofing, the world’s largest 
dealer of Hotpoint appliances. All 
of this comes from relatively small 
towns and cities—in some cases, 
towns of not more than 3,000 popu- 
lation. 

It is difficult to refute the “low- 
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42,000 SQ. FT. warehouse below 
is typical Lowe installation. It 
is 100% palletized. Sale is made 
in office-store, order paid in 
advance (or charged), then shed 
workers help customer load from 
warehouse. 


as 




















Ko % 
bag teh le 


margin” claims of Lowe’s, particu- 
larly when you see many items ad- 
vertised at prices below costs of 
conventional dealers. According to 
Lowe managers, the average mark- 
up is 12%. The company says their 
cost of doing business is only 6%. 

On the matter of cash-and-carry, 
Lowe’s statistical and IBM head 
figures that charge and installment 
financing sales run between 15% 
and 20% of total volume. Delivery 
is available to Lowe customers—but 
not part of the advertised price. 

As for being a “discount” house, 
here is what one Lowe executive 
says: “Discount from what? Our 
once-price system is our list... for 
contractors, consumers, farmers or 
what have you.” 

Stores and yards (each of which 
occupy 42,000 square feet of storage 
and selling area) are located in 
North Wilkesboro, Charlotte, Spar- 
ta, Durham, Asheboro, Asheville, 
Greensboro, Winston-Salem and 
Raleigh, N. C., and in Roanoke, Va. 
Associate stores are in Danville, 
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START SAVING TODAY "SHOP LOWE'S EVERY DAY! 








DIRECT-MAIL promotion partially reproduced above shows extensive 
promotion of building items by Lowe's. LUMBER SHED below at North 
Wilkesboro retail branch is separate from main warehouse. The retail 
company buys lumber from yard owned by the president, in a separate 
location. 





1., Hickory and Hazelwood, N. C., ters; a battery of IBM electronic 
and Chester, S. C. punched-card equipment valued at 

Punched-card management. about $250,000 ; and closely-knit co- 
Like the Wickes Corp. in the mid- ordination between the company’s 
west, documented in October 14, purchasing manager, controller and 
1957, American Lumberman, Lowe’s merchandising manager. 





sell only new materials. Its display Daily record. At 5 p.m. daily, 
stores and warehouses are spotlessly branch managers report their total 
clean, fully merchandised and pal- sales to the central office. Thirty 
letized, operated by personable and minutes later a re-cap of sales for 
courteous salespeople. each branch is relayed to all man- 
All of the above indicates good, agers for comparison purposes. 
modern management attributes, With figures on sales and inven- 
which build confidence and sales. tories each day, the purchasing 
But there is another management agent, merchandising manager and 
ingredient at Lowe’s which prob- the controller can work off inven- 
ably has even more to do with profit- tory imbalances as soon as they 
able low-margin success than their appear. “Sick lines” are spotted 
merchandising and physical assets. immediately. Unlike many lumber- 


Lowe’s have apparently licked the yards, Lowe’s has a minimum of 
greatest of all bugaboos in lumber “dead,” slow-moving reserves. 

and building material retailing— In addition to the daily messages, 
inventory control, with its deadly Lowe’s publish a weekly Stock 
and costly imbalance between sales Status Report, showing inventories 


and stocks. at each branch. 

The solution at Lowe’s embodies So well has the organization set 
the use of daily reports on teletype up its inventory and sales knowl- 
between branches and headquar- (continued on next page) 
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"IBM" ROOM of punched-card equipment at Lowe's central office which en- 
ables management to keep inventories of the nine branches in balance with 
sales. Machines electronically cost each sales invoice; give administrative 
statistics to controller, purchasing agent, merchandising manager, etc. 


edge, it is reported that it has 
placed carload orders for sash and 
doors a full year in advance and 
kept to predetermined delivery 
dates with practically no changes in 
specifications. 

Foolproofing the sales. The 
IBM electronic machines compute 
endless data for sales management 
and scientific bookkeeping. The com- 
pany’s IBM chief divides his data 
between “inventory” on one hand 
and “budgetary” on the other. 

But perhaps more ingenious is 
the electronic achievement of fool- 
proofing all sales. 

From the sales invoices received 
from branch yards, electronic ma- 
chines make punched-cards for each 
transaction. Then, through the mar- 
vels of IBM, they are automatically 
inspected by electronic eyes—and 
any sales which did not make a de- 


LOW: LOW Dow ere 
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PACKAGE SELLING by Lowe's is promoted through "Easy 


sirable profit, or which in any other 
way was sold at a loss, is rejected 
hy the machine! 

With such accurate sales infor- 
mation at hand, Lowe’s management 
team can act fast to correct both 
purchasing and selling errors, and 
can arrive scientifically at both 
sales projections and profit poten- 
tial of any item. 

Product selection. 
new products is no personal whim 
at Lowe’s. When a branch manager 
spots a desirable item, he fills out 
a product request form. The mer- 
chandising manager then transmits 
questions to all branches on this 
product—each manager reports lo- 
cal competition on the product; its 
local market price; and any opin- 
ions of its saleability in their area. 

From this research, Lowe’s can 
scientifically determine its profit po- 
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Terms" signs in front of bathroom and walltile displays in | Save Every Day at —_| 
store at left above and also in I-col. ads such as one in Save Every Doy at 
Winston-Salem, N. C., newspaper reproduced at right. 

Note samples of company's wood paneling on display 


room wall. 


rear 


Selection of 


STORE SALESMEN each have individual counters 
with name on front. On wall in background are 
lumber samples. Office is located directly to 
of the salesmen's counters above. Store 
salesmen work on commission plan. 


tential and apply a compensatory 
price. If it appears to have merit, 
Lowe’s will usually give it a trial 
period on the sales floor, during 
which time its sales are carefully 
watched and analyzed. 

There are 10 product departments 
at Lowe’s: lumber; building mate- 
rials, including millwork ; plumbing, 
including water pumps; heating 
equipment; major appliances; 
builders’ hardware; electrical sup 
plies and fixtures; furniture and 
miscellaneous. 


Package selling. Led by major 
appliances, Lowe’s vigorously pro- 
mote installment buying, including 
remodeling packages. In this con- 
nection, the assistant merchandis- 
ing manager said: 

“We have noticed in American 
Lumberman the excellent home 
planning centers of various dealers 
and the store displays of end-use 
packages. In some of our stores we 
now have model rooms displayed 
and we hope to develop planning 
centers for literature and _ plan 
books soon.” 

Most of the branches have one 
“outside” salesman who contacts 
builders and makes home calls for 
big-ticket packages. ABC and other 
installment paper is utilized by the 
company. 

Sales incentives. There are 300 
persons on the Lowe payroll. Among 
these are store salesmen who work 
on incentive commission plans 
sliding weekly salary based on total 
weekly sales volume. Again, here is 
implementation of modern manage- 
ment concepts based on the fact that 
after a man produces a certain 
amount of sales, all other sales are 
“plus profit” for management and 
the salesman deserves extra com- 
pensation. Commissions are given 
to all store salesmen, not just the 

(continued on page 46) 
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IT’S NEW! 


From end to end, inside and out, Arrow’s HT-50M hammer 
tacker is brand new; the product of over a quarter 
century’s experience in tacker design. 


IT’S RUGGED! 


The HT-50M performed perfectly even after exhaustive field 
tests under the most adverse conditions had been conducted 
. .. a testimony to its incredibly rugged construction! 


IT’S LOADED! 


Arrow’s new HT-50M loads in a second .. . from the top! 
Takes two full strips (170) of .050 wire staples. 
Same machine takes four different staple sizes! 


ARROWS NEW 
HAMMER TACKER! 


WITH PERFECT BALANCE! 

















Here’s the kind of tool every professional man, every 
workman appreciates. Made to take it, it also is 
balanced so perfectly you can staple for hours without strain! 
All steel construction! 
Sure-grip handle! One hand operation! 
Jam-proof performance! 
Big capacity! Holds two strips (170) of staples! 
Takes all these T-50 staples: 1/4", 3/8", 5/16" and 1/2”. 


Ideal for batting, insulation, carpeting, upholstery, lining box 
cars, posters, shipping, carpentry plus hundreds of other jobs! 








Rounded striking edge cannot cut or injure Lift up and load. Drop staples into track, snap 
material being stapled. cover shut and you're ready for instant stapling! 

















Order from your jobber today! You never lose a sale because... 
ARROW SELLS ONLY THROUGH THE TRADE! LIST: $16.50 
Model #HT-5OM 


For further information and full line catalog, write 


MRraow FASTENER ['0.,/NC. 


One Junius Street, Brooklyn 12, New York 
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FREE! KAISER ALUMINUM 


SALES:-MAKING 
ROOFING 
DISPLAY RAC 


“This sturdy metal counter display is a real eye-catcher. 
It acts as a silent salesman, or as an effective aid to our 
roofing sales talk and places actual roofing samples, 
complete building plans catalog and informative give- 
away booklets right at our customers’ finger tips. 





“The rack provides storage space for 19 sets of Plans plus 
a set of Farm Guides. These easy-to-use plans feature low 
cost pole type construction for a wide range of farm and 
utility buildings. Each plan contains a complete descrip- 
tion, bill of materials and fully detailed working drawings.”’ 








KAISER 


Aluminum 


BUILD.REPAIR.REMODEL 
~ ae 


SAMPLES 
Bee Sr He s - ’ 43 BUILDING PLANS 


AND FARM GUIDE 


behind rack 


CONSUMER FOLDERS, 
“FARM BETTER WITH 
ALUMINUM 
BUILDINGS” 


a BUILDING 
eer Tre Br Sapien: PLANS 


4 bbe \\ — } 7 3 CATALOG 


te rave Oecd a Pole Type Building 


KO OE | NIG AND) SHIDIING amet 
BUILDING AND 
PLANS CATALOG” 


OV 4-, 


Aluminum FREE OF CHARGE 


STOCKED WITH LITERATURE 


ASSEMBLED, READY TO USE 





P HIGH X 14” WIDE X 16” DEEP 


ee 


__KAISER ALUMINUM BACKS UP ITS PRODUCTS ... BACKS UP ITS DEALERS! 


Stock Kaiser Aluminum Roofing and you're certain of 
two things: absolute assured quality and wholehearted 
sales support. Next time your Kaiser Aluminum rep- 
resentative calls, ask him for full details. Or write to: | 
Kaiser Aluminum & Chemical Sales, Inc., Merchant \ ALUMINUM 
Products Dept., Palmolive Bldg., Chicago 11, Illinois. \ af 
THE BRIGHT STAR OF METALS 


See “MAVERICK” e Sunday evenings, ABC-TV Network. Consult your local TV listing. 





























At Last! 
a sheathing with the 


RIGHT COMBINATION! 


Certain-teed has balanced its building products line with an insulating 
sheathing of tough wood fibers, integrally asphalted. This sheathing, 
through the “right combination” of wood fibers and asphalt, provides 


great structural strength, tight moisture resistance, and superior insulation. 


Profit by the “right combination” of benefits that Certain-teed’s newly 
added sheathing gives—reduced time and material costs through easy 
application, increased sales, and satisfied customers. For more infor- 
mae 75 mation about this inte- 


Bestwall Certain-teed Sales Corp. Dept. AL grally asphalted sheath- 
120 E. Lancaster Ave. : . . “os 
Steinke. ing and Certain-teed’s 


Please send me more information on Certain-teed's right combination of 


Roofing, Siding and 
Name Insulating products, 
ted: contact the sales office 
Street 


| 
| 
| 
| 
| “Right Combination” Sheathing. 
| 
| 
| 
| 
| 


nearest you or mail the 


City Zone State 
coupon at left. 


ES Tiers Renee Te eer 


Cortain-teed 


REG. U.S, PAT. OFF, 





Products of Certain-teed Products Corporation 
SOLD THROUGH 


BESTWALL CERTAIN-TEED SALES CORPORATION 


120 East Lancaster Avenue, Ardmore, Pa. 
EXPORT DEPARTMENT: 100 East 42nd St., New York 17, N.Y 


ASPHALT ROOFING © SHINGLES © SIDING « ASBESTOS CEMENT « SHINGLES AND SIDING 
FIBERGLAS BUILDING INSULATION « ROOF INSULATION « SIDING CUSHION 


Circle No. 77 on Coupon, page 138. 








LOWE’S 


(begins on page 40) 





outside or big-ticket salesmen. 

Personnel management. With 
an organization whose growth is 
apparently unlimited, Buchan ob- 
tained a_ professional personnel 
manager, whose new personnel de- 
partment started functioning the 
first of this year. All new execu- 
tives will probably be under 30 and 
college-trained, it is said. 

The company classifies employes 
four ways—(1) permanent force, 
including management, clerical and 
sales; (2) part-time; (3) replace- 
ment, and (4) casual. 

Indicative of the management 
policies unique at Lowe’s is the 
company program of polygraph (lie- 
detector) tests for employes. 

Advertising. Coordination of ad- 
vertising for the nine branches at 
North Wilkesboro minimizes pro- 
duction costs and also gives the local 
stores the advantages of profes- 
sional promotion talents. 

Advertising includes direct mail 
flyers and newspaper insertions, 
which vary from 2” ads to full 
pages. All ads promote the slogan 
“Low Lowe Prices.” 

Future plans. How high this 
low-margin retailer will fly is, of 
course, a matter of conjecture. 
From $50,000 to $20,000,000 sales 
in 10 years will not stop the 
young management team from seek- 
ing new heights. But one of the 
executives put it this way: 

“Every one of our methods of 
selling and administrative control 
has been used successfully in some 
retail field. We plan to continue 
growing — using the very latest 
management techniques and ideas 
to keep our feet securely on the 
ground.” 

Other sources told American 
Lumberman that Lowe’s are enter- 
ing the markets of Richmond, Va., 
and Washington, D. C., but this was 
denied by the company. 





Lumber Dealers Can Become 
Lowe "Associate Store” 


The newest wrinkle in Lowe ex- 
pansion is an associate store plan, 
wherein a local businessman (per- 
haps a lumber dealer) invests $30,- 
000 as an associate and agrees to 
sell Lowe merchandise, which he 
obtains at 4% above Lowe's cost. 

Max Garrett, formerly with West- 
ern Auto Stores, which pioneered 
the associate store plan, heads 
Lowe's associate program. 

Garrett emphasizes that outside 
of purchasing Lowe materials and 
merchandise, the local associate 
store owner operates his store as 
he sees fit. He can obtain counsel 
in merchandising from Lowe's asso- 
ciate division, but there is no super- 
vision from the Lowe organization 
on management or administration. 
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With your + MN t t ALL METAL 
foo! orders... mR VA 
Remington 


YOUR PROFIT ELECTRIC TOOLS 
$37.80 ‘nally 


YOUR PROFIT Remington 


ELECTRIC TOOLS 
$79.93 it eas 


a 





R 250 ASSORTMENT 
List Prices* Display Data: 
2—149B Drills width: 12% 
1 —389 Drill 37. depth: 9%” 
1—65A Mall Saw q height: 23 
1—71 Saw 59 ship. wt.: 7% Ibs 
1—25 Mall Sander 49.95 color: red and white 


Total List $239.80 Remington 
Dealer Cost 159.87 ! 


R 125 ASSORTMENT 


List Prices* Display Data: 
1—149B Drill width: 11% 
1—65A Mall Saw y depth: 5% 
1—25 Mall Sander height: 18% 


YOUR a ship. wt.: 4 Ibs 
™ Total List $113.40 “ <n 
PROFIT Dealer Cost 75.60 color: red and white 
$178.67 


Remington 


ELECTRIC TOOLS 


Afgll 


Make this spring 
your biggest season for 
\\ _ power-tool profits! 


Make your store a home workshop equipment 
headquarters with Remington electric tools by 
Mall—today’s most exciting line of portable pow- 
er tools. One of ‘the handsome displays shown 
above will make it easy for customers to select 
the power tool they need. Buy the tools—get the 
free displays to help you sell them. For details— 
see your wholesaler today. For names of whole- 
salers in your area mail coupon below. 


Remington Remington 


R 500 ASSORTMENT * Specifications and recommended prices subject to change without notice. 

List Prices* List Prices* Display Data: eeeereeveeeeeeeereeeeeeeeeeer 
3—149B Drills $85.50 2—71 Saws $119.90 width: 29%” MALL TOOL COMPANY AL-3 
2—389 Drills 75.90 1—25 Mall Sander 49.45 depth 64” Division of Remi arms © Inc 
3—128 Drill 44.95 1—31 Sander 89.95 height: 25% Setimsnnet 2. Conn pita tas 
2—65A Mall Saws 69.90 Total List $536.05 shipping weight: 13% Ibs. . i 

Dealer Cost 357.38 color: red and white O Please send the names of O Please send quantities of 
electric-tool wholesalers in my your FREE power-tool catalog 
area. for my customers. 


Remingion, 


MALL TOOL COMPANY 
Division of Remington Arms Company, inc., Bridgeport 2, Connecticut 
tn Canada: Mail Too! Ltd., 36 Queen Elizabeth Bivd., Toronto, Ont 
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NOW-—<cash in on the growing boating market with 


Weldwood Royal Marine Plywood | 


a new kind of plywood expressly engineered for marine use 


Today, more than ever before, there’s profit in boats for 
you. With boating growing in popularity (a new attendance 
record was set at the 1958 New York Motor Boat Show 
in January—389,000 visitors in 10 days!) and more and 
more people building their own boats, a gilt-edged new 
market is opening for Weldwood dealers. Here’s why: 
The trend to greater power and speed in boats places 
new demands on the strength and durability of the plywood 
they’re made of. To meet these demands, United States 
Plywood Corporation has developed Weldwood Royal 


1958 TROJAN Ski Bee-15 


Marine Plywood, a new kind of plywood designed, engi- 
neered, and tested to answer the most exacting requirements 
for marine applications. 

For you, this great new line offers an opportunity to 
cash in on the growing boating market by handling the 
leading marine plywood in the field. Already an important 
component of many boats now on the market, Weldwood 
Royal Marine Plywood’s acceptance is established, its 
quality is proved, and the demand is growing rapidly. 
Don’t you miss the boat market. 


STOCK ALL THREE TYPES OF WELDWOOD ROYAL MARINE PLYWOOD 
TO MEET YOUR BOATBUILDING CUSTOMERS’ REQUIREMENTS. 


WELDWOOD ROYAL MARINE DOUGLAS FIR—The most 
widely used fir plywood for boats. Tight, sturdy cores with 
superior faces. In 3 or 5-ply constructions in standard sizes: 
4’ x 8’ up to 4’ x 20’; thicknesses: 4’’ to 34’’. Special construc- 
tions and lengths available on special order. 

WELDWOOD ROYAL MARINE DURAPLY®—Weldwood Royal 
Marine Plywood with a tough resin “skin” overlaid on face 
plies of genuine Philippine Mahogany to provide extra-high 
resistance to abrasion and wear. Needs no sanding, no under- 
coating, paints beautifully because grain can’t show through, 


48 


Won't blister, crack, or swell. Recommended for hulls, decks, 
bulkheads, transoms, and other heavy-duty areas. Available 
in 3 to 11-ply constructions in standard sizes: 4’ x 8’, 9’, 
and 10’; thicknesses: 4%4’’ to 114’’. Lengths up to 36/ on order. 
WELDWOOD ROYAL MARINE PHILIPPINE MAHOGANY— 
Beautiful, fine-grained faces of choicest Philippine Mahogany. 
Tight grain is easy to finish for natural wood appearance or 
smooth painting. Available in 3 or 5-ply constructions in 
standard sizes: 4’ x 8’, 9’, and 10’; thicknesses: 14// to 34’’, 
Longer lengths scarfed up to 36/ available on order. 
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Weldwood supports 
your selling efforts 
with merchandising 
aids, advertising, 
and promotions 
such as these: 


Weldwood 
Royal Marine Award 


TROPHIES like this Weldwood Royal Marine Award for 
National and Divisional winners of the American 
Power Boat Association’s stock outboard races attest to 
Weldwood’s interest in better boating. 
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Weldwood Royal Marine 
Plywood was used in the 
Raveau Boats which ran 
in the 50,000 mile 
endurance run recently 
completed by Mercury 
Full-jeweled* outboards. 


*Reg. T.M., Kiekhafer Corp. 
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Announcing a new kind of plywood— 
expressly engineered for boats 


WELDWOOD ROYAL MARINE PLYWOOD 


NATIONAL ADVERTISING. This 2-color spread in leading marine publica- 
tions tells your customers how Weldwood Royal Marine Plywood’s 
quality helps build longer life and less maintenance into their boats. 





Royal Marine Weldwood 
Xk The manufacturer of represents a new develop- 
4 sae nak iti lise ment in the manufacture of 
plywood—a panel expressly 


WELDWOOD engineered for marine use 
7 Developed after years of 


royal marine exhaustive laboratory 


research and field experience, 
Royal Marine Weldwood 

PLYWOOD combines special mechanical 

properties and exceptional 


your assurance of the finishing and durability 
finest marine construction 
characteristics 


UNITED STATES PLYWOOD CORPORATION 
World's Largest Plywood Organization 








THE WELDWOOD ROYAL MARINE PLYWOOD LABEL, promoted at boat shows 
across the country, is displayed on their craft by the nation’s leading 
boatbuilders to assure every buyer of the finest materials and greatest 
value. Your customers can identify genuine Weldwood Royal Marine 
Plywood by the Weldwood brand on its gold edge. 


Weldwood 
ROYAL MARINE PLYWOOD 


The Marine Plywood with the Gold Edge 
UNITED STATES PLYWOOD CORPORATION 
111 offices in the United States and Canada 


Contact your nearest Weldwood branch now and order your stock 
of Weldwood Royal Marine Plywood in time for the coming boating 
season. Or write United States Plywood Corporation, Dept. 
AL-3-17-58, 55 West 44th Street, New York 36, N. Y. 


Circle No. 19 on Coupon, page 138. 
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CASH & CARRY GROWTH 








LAKELAND BRANCH of Home Builders Supply, Inc. is adjacent 
to well-traveled highway. Attached to the warehouse, foreground 
is a 48x42 store with a wide variety of branded merchandise. 


CONVENIENT PARKING enables customers to walk directly into 


store or yard area. Store has entrance directly into the yard and 


warehouse. 


What Cash-and-Carry Looks Like 


LUMBER PRICES 


—* MORE THAN L000' 1 LESS THAN 1000’ 
Parka PER-M PER-M. 


Oges 


BHEGS 


LUMBER PRICE list 
is set up adjacent 
to Home Builders 
Supply yard, so cus- 
tomers can com- 
pare piece prices 
with price per thou- 
sand. Weekly news- 
paper ad also fea- 
tures lumber prices. 
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Cash-and-carry yards in Florida are expanding their 
operations and a good many conventional dealers are 
feeling the result. These yards sell most items on a 
20% markup and at least 10-12% below the conven- 
tional dealer’s list. 

“They hurt,” admitted one Sarasota retailer, who 
said he was forced to meet c&ec prices on like items. 
He said Home Builders Supply, Inc., the local c&e yard, 
provides especially tough competition in hardware and 
millwork items. 

In Orlando, site of another Home Builders branch, 
a conventional dealer said that he makes a price con- 
cession of 10% off list to c&c customers who ask for it, 
but this seldom happens. 

Home Builders Supply, Inc., with yards in Orlando, 
Lakeland, Leesburg and Sarasota is the only Florida 
line yard organization in c&c. Buying headquarters 
are in Winter Haven. Some shipments are made from 
manufacturers direct to the branch yards, others 
through the Winter Haven warehouse. All yards op- 
erate stores with backup supplies in the warehouse 
but because of their physical layout, only Lakeland 
handles lumber. 


Efficient layout. The Lakeland layout has an inte- 
grated store and warehouse, a hard-paved driveway 
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LUMBER BINS are built for strapped packages. Each bin is 4'x10'. 
Signs in each bin designate size and length. 


in Florida 


and yard with adequate parking facilities. In addition 
to the open-faced conventional shed, the yard has 12 
lumber bins 4’x10’ to handle lumber packages of speci- 
fied length. Lumber in each bin, weather-protected 
by a canvass cover, is identified and price-marked. 

The 48’x42’ store carries such well-known name 
brands as Consoweld, Zonolite, Skil, Bostitch, Gold 
Bond, Formica, Lufkin, Ruberoid and J-M. Asked about 
fair trade prices in his area, manager Joe Noles men- 
tioned one well-known brand of portable power tools 
as the last to fall off the price wagon. 

“We won't handle anything we can’t set our own 
prices on,” he said. “More and more manufacturers 
are giving up any effort to enforce selling prices and 
we like this.” 

Most of the yards are 7-9 man operations. Tickets 
are written either before or after the customer selects 
his macerials. A high percentage are repeaters—car- 
penter builders and homeowners. Customer deliveries 
are made on the basis of $8 minimum charge or 4% of 
the ticket. 

Newspaper advertising is used extensively by Home 
Builders Supply, Inc., usually a one-column ad in the 
Sunday papers in or near the areas they serve. The 
acs specify “no off-brands or seconds.” The firm also 
issues a two-color catalog every three months and a 
sales flier less often. 
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MILLWORK AREA in the warehouse. Most products are pallet- 


ized for lift truck handling. Jalousie windows are assembled here 


STORE CUSTOMERS are invited to serve themselves, although 
clerks are available for advice. Tickets are written at the 
counter. 


Within two years, the Lakeland and Sarasota 
branches have moved into attractive, efficient physical 
plants. (Word has just been received as we go to 
press that Walker & Hallowell, Inc., Sarasota, has 
opened a cash-and-carry department, which will be 
operated in addition to their conventional lumber- 
yard. The department is entirely separate from their 
present salesroom. ) 

Yes, cash-and-carry is on the move in Florida, but 
alert dealers, as elsewhere, are meeting this competi- 
tion by promoting their budget plans; Lu-Re-Co or 
other home packages; home improvement sales; land 
development. And by encouraging more consumer traf- 
fic, especially women. 





Reprint Available on c&c, Distribution 


The contents of this Special Report on Distribution, plus 
the story on Wickes Lumber Co. and the Art Hood edi- 
torial, "Who is Afraid of the Big Bad Wolf?" is now being 
reprinted. Readers may reserve copies of this timely col- 
lection of exclusive A.L. field reports by writing the edi- 
tors, AMERICAN LUMBERMAN, 139 N. Clark, Chicago 3, 
Ill. Single copies 50c, quantity prices upon request. 














“Andersen 
quality... plus 
Andersen 


advertising 


helps sell 


home 
buyers and 
builders 


alike...” 


says this Baltimore lumber dealer 


Julius Zulver of Walbrook Lumber Company demon- 
strates new Beauty-Line* Unit to builders Rick Koren and 
Shelden Schnaper. 

66 E stock and sell Andersen WINDOWALLS 

because the beauty, versatility and over-all 
quality help create a satisfied public,” reports Julius 
Zulver of the Walbrook Mill and Lumber Company, 
Baltimore, Maryland. ‘‘Architects and builders, as 
well as home buyers, specify Andersen Wood Win- 
dows. And the Andersen national program of 
advertising and promotion helps build our business 
volume.” 


Schnaper and Koren, well-known Baltimore build- 
ers, are buying Andersen Windows from this dealer 
for their quality homes. Here is what they say about 
Andersen quality: ““‘We chose Andersen Flexivents® 


and new Beauty-Line Windows for our home de- 
velopments because they’re easy to install... have 
outstanding modern design and flexibility. And we 
know that they have high public acceptance.” 


More and more successful lumber dealers are 
turning to Andersen Flexivent and new Beauty-Line 
Windows. They have found that their builder cus- 
tomers like the economy, versatility and quality. 
And they know that the Andersen reputation helps 
them sell. 


For full information on sales opportunities with 
Andersen Wood Window Units, see your wIN- 
DOWALL distributor or write Andersen. WINDOWALLS 
are available from distributors’ stocks throughout 


the United States, and now in Canada.  *Pat. Pending 
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Window treatment adds charm and livability to this quality 
home. Versatility of Flexivent Units makes it possible to achieve 
interesting variety with a few stock units. 


Easy to assemble! Fiexivent Units are quickly set up for 
delivery to the job site. Pre-assembly like this cuts on-the-job 
construction time and costs. 


ww 


Easy to install! Workmen slip 9-sash Flexivent group into High, sloping ceiling is enhanced by an ingenious arrange- 
place. Precision work by Andersen virtually eliminates costly ment of Flexivents. This type of room is often found in split-level 
callbacks for window adjustments! homes, needs special window treatment. 


oe 
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Andersen \\indowalls 


TRADEMARK OF ANDERSEN CORPORATION 


ANDERSEN CORPORATION + BAYPORT, MINNESOTA 
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in Proper Home Ventilation 


Lo Maelo SERIES 700 


a 
new 
construction 
tested 
design 

with 

these 


features 





ROOF LOUVERS 


Made of attractive rustproof, heavy gauge 
aluminum with tab-fold seams for added 
strength and rigidity. 

Improved design leaves three sides open for 
maximum ventilation—guard wall around 
base opening affords far greater weather 
protection than competitive models tested 
under exposure to extreme winds and rains. 
Built-in aluminum 8x8 mesh screens keep 
insects out . . . prevent clogging from leaves 
and bird nesting . . . tend to break up snow 
and rain... meet FHA requirements. 


Wide mounting flange makes installation 
faster and easier. 

Fits any type of roof . . . Gable, Hipped, 
Pitched or Flat—can be used equally well 
for venting attics, or with exhaust fans. 


Cutaway illustrates construction de- 


tail .. 


. shows base opening with 


guard wall for weather pro- 


tection. 


Get all the facts about these 

new, attractive, durable, low 

cost Lo Man Co Roor Louvers. 
Ask your jobber or dealer, or write 
Louver Manufacturing Co. for com- 
plete information. 





SPECIFICATIONS 





Model No. 


Sq. Inches 


Overall Size Including Flanges mtager nein 





730 
750 
770 








12%" x 17%” x 4” 30 
15%” x 21%” x 5” 50 
17%” x 23%” x 6” 70 











WORLD’S LARGEST EXCLUSIVE LOUVER MANUFACTURER 


LOUVER 


MANUFACTURING COMPANY 


3603 Wooddale Avenue e 
Circle No. 20 on Coupon, page 138. 
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Minneapolis, Minn. 
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Everybody a Wholesaler 


in the Southeast? 


The “chicken-or-egg”’ question can be argued long 
and loud down in the southeast these days. Dealers 
and wholesalers say that it is a mute question which 
came first—the “‘pseudo-wholesaler,” who sells to all 
customers at cut-rate prices; or the manufacturer who 
offers the purchasing advantages to any dealer buying 
carloads. 

In many sections of the southeast, any carload buyer 
can receive a wholesale discount as a bonus. 

A wave of “wholesale” yards has come into the area 
during the past two years, operating mainly on a cash- 
and-carry basis. The Fayetteville (N.C.) Wholesale 
Building Supply Co. is typical (and one of the earliest 
of its kind). Their favorite advertising message is: 
“Wholesale to Everyone!” 

These companies usually feature brand-name appli- 
ances, but they also sell quantities of building materials 
including roofing, plywood, millwork, insulation and all 
sheet materials. 

The Carolinas have been hardest hit by the ‘“whole- 
sale-to-everyone” trend. Two fast-rising companies are 
Ross Builders’ Supermarts in Greenville, Spartanburg, 
Anderson and Seneca, S. C., and the Varina Wholesale 
Builders Supply in Varina, Rockingham, Raleigh and 
Greensboro, N. C. and in Timmonsville, 8. C. (Greens- 
boro also is one of the locations of Lowe’s, whose story 
is told elsewhere in this issue). 

It is reported that five “cash-and-carries” now op- 
erate in Georgia—Jack’s Supply in Savannah; W Sup- 
ply in Macon; Shuman Supply in Pembroke; Christian 
Hardware in Athens; and United Builders c&c depart- 
ment in Columbus. 

Virginia is also being affected by the entry of yards 
such as Moores Wholesale Cash & Carry in Richmond 
and Petersburg, with reported expansion plans for 
Norfolk and Newport News. Warehouse Sales Co. of 
Salem is another Virginia example. 

Some of these dealers extend credit for seven days 
in selected cases, but most stress cash-and-carry. Some 
yards operating on limited capital in the area have 
already gone into bankruptcy, but it appears that new 
“wholesalers” are taking their places. 





Associated C&C Group 
in Midwest and West 


According to usually authoritative sources, one of the 
most thriving buying groups in the country is the “Asso- 
ciated Cashways' which consists of 10 individually-owned 
lumberyards under separate names operating in Illinois, 
lowa, Minnesota and Arizona. 

Locations of this widely-scattered group is reported to 
be Davenport, Sioux City, Early, lowa Falls, Manchester, 
lowa; Austin, Minn.; Silvis, Ill; Tucson and Phoenix, Ariz. 

Field reports also indicate that cash-and-carry volume 
yards in midwest stockyard locations are also expanding 
as part of the current growth of low-margin cash retailing 
within the retail lumber and building material industry. 
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What’s new in packaged lumber? 


Signode’s Unloading Chart is new. We hope you’ve seen it, and are using it. 
In case you haven’t seen it, here’s a description: 

The 17"x22” chart (SPD-181) was prepared by Signode to 
assist the NRLDA-NMaA lumber packaging program. With 
THI |. =< one chart tacked on each side of a lumber load, yard crews 
lamane caccnerene have authoritative instructions available for unloading 
FROM BOX CARS ae: i -<sistamentll eats packaged lumber when they open the car doors. 








Also, to assist unloading crews in planning their work, 
a table giving the weights of NRLDA recommended 48”x 
32” packages for the 10 most common species in 7 lengths 

ae re from 8’ to 20’ has been included. 

y A 3 eS Twenty-two illustrations are used showing what equip- 
¥: Fee = gees: ment to use and how to use it in unloading lumber pack- 
ages. Smaller yards with only a single fork truck will find 
alternative means for moving stacks of lumber while the 
truck is busy elsewhere. 














Charts are available upon request to shippers and re- 
ceivers of packaged lumber. 

The Fowler Loader is new. 
This loader promises to solve many of the problems con- 
nected with loading and unloading packaged lumber. 

The Fowler Loader fits over standard forks on a lift 
truck, bolts or hooks to the truck mast, has a self-centering 
swinging boom long enough to set a lumber package in the 
far corner of the car while the lift truck remains outside. 
Capacity ranges up to 4000 lIbs., depending upon the 
capacity of the truck. 

Signode is now working with interested mills and yards 
to find out how many answers it does offer. If you are 
interested in this program, let us hear from you. 








SIGNODE STEEL STRAPPING CO. 
2605 N. Western Avenue, Chicago 47, Illinois 


Offices Coast to Coast. Foreign Subsidiaries and Distributors World-Wide 


First in steel strapping In Canada: Canadian Steel Strapping Co., Ltd., Montreal « Toronto 
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Network TV, National Magazine Ads, Spot Radio and 
Free Store Displays are Geared to Boost Your Sales! 


Whether you sell windows, screens, hardware, nails, awnings or any 
other building products of Alcoa® Aluminum, spring is the time 
when your thoughts turn to customers and still more customers. 


That’s why, whether your business is large or small, there are extra 
sales and profits for you in Alcoa’s million-dollar promotion on Care- 
free aluminum building products. For Alcoa is telling a nationwide 
audience of 32,000,000—time after time—that “You Can Live With 
Aluminum!” 

It costs you nothing to tie in with this exciting sales-building pro- 
motion. Just display Care-free building products of Alcoa Aluminum 
prominently. Then set up the colorful free display to identify yourself 
as aluminum headquarters. Tie in, too, with Alcoa’s program of local 
radio spots. You’ll be set for a season of Care-free selling! 


March 17, 1958, AMERICAN LUMBERMAN AND 





THE 4 WERICAY 


A MILLION-DOLLAR DRIVE 
TO DIRECT CUSTOMERS 
TO YOUR STORE 


NATIONAL ADVERTISING in American 
Home magazine will reach over ten million 
customers monthly, during your biggest 
selling season, with the story of Care-free 
aluminum building products 


NETWORK TELEVISION commercials on the 
Alcoa Theatre will constantly be remind 
ing your customers how they can live with 
aluminum—Alcoa Aluminum 





prem York Aree RADIO COMMERCIALS with the last ten 

06.5 eo Rochester. . . . . WHAM Norwalk, Conn... . . WICH seconds available for your own message 
Albany... - » - . WPTR St. Lovis. » . - « » KMOX Stamford, Conn. . . WSTC Get information from your local station if 
Schenectady. . . . . WGY San Antonio . . . . . KENS Newark,N. J. . . . WAAT vou live in of near any of the ahove cities 
Allentown. . . . . WKAP San Diego. . . . . « KFMB Paterson, N. J... . WPAT Tent te eannedeal 
Bethlehem. . . . . WGPA San Francisco . . . « KCBS Freeport, N.Y... . WGBB . 

] Atlanto. . . .. . . WSB Seattle... 3c Hempstead, N.Y... . WHU 

} Baltimore . .... WBAL Tomes. «2 ss .0 « WHA Huntington, N.Y. . . WGSM 
Birmingham .. . . « WAPI Washington. . . . WTOP Patchoque, N.Y. . . WPAC 
AD. sew hare eee Witte. « 6 <0 « ») tam Riverhead, N.Y. . . . WRIV 
eS Youngstown . . . . WKBN White Plains,.N. Y. . WPAS 


Chicago. . . . . « WBBM 
Chicago. . . . . . . WGN 
Cincinnati. . . . . WCKY 
Cleveland. . .... KYW 
Columbus . . . . . WBNS 
Oetiiincis tk os 
Doyton. ..... WHIO 
OUNE 6s ee eo 


FREE DISPLAY for your store immediately 
identifies you with Alcoa’s million-dollar 
promotion and as headquarters for Care 
free aluminum building products in your 
area. It can be tailor-made to the aluminum 
products you sell. To get it, write Alu 


Detroit... .. . « WWI : f - = : 
Soi Wat 6-3 Wee minum Company of America, 1971-C Alcoa 
| Houston. . . . . . » KTRH Building, Pittsburgh 19, Pa 


Indianapolis . . . . . WIBC 
Kansas City, Mo. . . KCMO 
Los Angeles . . . « « KMPC 
Louisville . .... WHAS 
Memphis . . . . . WREC 
Miata. <a. ROS 
Milwaukee .... WTMJ 
Minneapolis . . . . WCCO 
New Orleons . . . WODSU 
Mertglh i. 6 ice + 0 Wee 
Philadelphio . . . . WRCV 
Philadelphia. . . . . WFIL 
Phoenix. . . .. + ».KPHO 
Pittsburgh . . . . . . KDKA 
Portland, Ore. . . . . KEX 
Providence . . . . WPRO 







we wose 
ALcoA © Your Guide 
ALUMINUM 


Mitk PROD 


to the Best in 
samencoume omnes “ee Aluminum Value 


fora SIe* 


Csno-fiee Home, 


* 2A 
MANUFACTURER S& Sis “ALCOA THEATRE" 
IMPRINT 


Exciting Adventure, Alternate Monday Evenings 
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ANSWERS TO CASH & CARRY 








KEYS TO NET-CASH discount 
system are (1) automatic cal- 
culator: (2) dealer's price book 
which lists flexible discount per- 
centages classified into 2! prod- 
uct groupings; and (3) invoice 
made for each sale that includes 
column for discount of each 
item, list price for each item, 
and the total discount circled on 
face of invoice as computed 
quickly by calculator. Discount 
price is awarded if customer 
either pays cash or pays monthly 
bill within three days of receipt. 


Creative management 


in small town... 


Unique “Net-Cash” 


* Flexible discount concept, based on compensatory pricing 
principles, brings sales increases and good profits in face of 


competitive price market. 


* Dealer pays attention to costs and applies 2%-15% net-cash 


discounts on different products. 


To earn discounts, customers 


either pay cash or honor monthly statements within three days. 


* Mechanized handling also is major factor in keeping operat- 
ing costs to minimum for this 7-man yard. 


Taking up the challenge of com- 
petition from cash-and-carry dis- 
count yards, which invaded his ter- 
ritory two years ago, C. L. Lynn of 
the Goldsboro (N.C.) Builders Sup- 
ply Co., created a “sliding scale” 
discount system for net cash pur- 
chases on either delivered or take- 
home basis. Goldsboro has a popula- 
tion of about 21,000. 
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Using the time-tested management 
principle of compensatory pricing, 
pioneered by American Lumberman, 
the amount of discount for “net- 
cash” at the Goldsboro yard is de- 
termined by its relative markup. 
For example, low-margin lumber 
carries a net-cash percentage dis- 
count of 2%, the low-end of the dis- 
count scale, while hardware special- 


Discount System 


percentage 


ties carry the highest 
discount of 15%. 

After almost two years in effect, 
dealer Lynn said: “It would take a 
fellow a very long time to convince 
us that our system can not work.” 
Sales increased 15% in 1957 over 
1956 and profits were up too, he 
— Outlook for 1958 looks favor- 
able. 


How it works. Flynn and his 
associates have three basic tools for 
pricing and billing under the “net- 
cash” discount system. 

(1) Price book, which is divided 
into 21 product categories, each 
taking a different discount percent- 
age. For each item, the price book 
includes a column for dealer’s cost 
(in code) ; column for list price; and 
column for net-cash discount price. 


(2) Automatic calculator, 
which computes and totals all dis- 
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counts for individual or combined 
purchases and converts piece-pric- 
ing figures to board-feet figures, 
automatically. 


(3) Invoices and statements, 
which include a column for the net- 
cash discount percentage and col- 
umn for list price. 

“If an item is charged,” Flynn 
said, “it is billed out at the list 
price, shown together with the per- 
centage discount written in the 
price column of the invoice. The 
total net-cash price in dollars for 
all the items on the invoice is pen- 
ciled in a circle at bottom of each 
invoice. This is figured on each in- 
voice by the salesman at time of 
purchase. All the bookkeeper has to 
do at end of the month is total the 
discounts of all purchases and circle 
this total net-cash dollar figure for 
the month’s purchases on face of 
the statement. 

“If the sale is for cash at time 
of purchase, the invoice can show 
the net-cash price rather than the 
list price. But we usually find it 
more satisfactory to show the dis- 
count deducted at bottom of each 
invoice, even on a cash-and-carry 
sale. In this way, the customer 
clearly sees the difference between 
the list price and the discount he 
earned by paying cash.” 


Prompt pay. If invoices are not 
paid within three days on charge 
accounts, the customer loses the 
net-cash discount and must pay list 
prices. This warning is included by 
memo sent with each statement. 

The incentive brings almost uni- 
versal prompt payment from both 


s ba ols. 





TOOLS AND HARDWARE display brought plus business for Goldsboro Builders Supply. 


New wall display using perforated board has been so successful that store area is to be 


doubled in near future. 


contractors and consumers. To avoid 
loss of the discounts, an increasing 
number of customers are paying 
cash on the spot. And when a man 
pays cash, he has a tendency to de- 
liver his own purchases, even though 
he does not need to, according to 
Flynn. The result has been a grad- 
ual reduction in operating costs for 
Goldsboro—the firm today handles a 
much higher volume with the same 
staff and number of trucks as of 
two years ago. 


Contractors love it. When 

















MECHANICAL HANDLING is essential to cut operating costs and become competitive 
with new types of low-price yards, according to Goldsboro (N. C.) Builders Supply. 
Strapped package of flooring above is being handled by Goldsboro's lift truck. Note 
strapped lumber packages in background. 
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Goldsboro launched the flexible net- 
cash discount system the standard 
contractor discount was eliminated. 
Now, says Flynn, contractors pre- 
fer the new system. They pay 
promptly and often pick up their 
own orders. 


Flexibility. Direct mail flyers 
listing net-cash prices on selected 
materials are mailed frequently, but 
these flyers do not reveal the dis- 
count percentages. In other words, 
the prospect does not know in ad- 
vance precisely if an item will carry 
a 2%-15% net-cash percentage dis- 
count. The dealer thus is not com- 
mitted to any rigid across-the-board 
discount percentage and can change 
the percentages according to com- 
petitive conditions. This is the 
unique contribution to the Golds- 
boro system—the primary factor 
which makes it a “compensatory” 
discount pricing system. 


Fully mechanized. From the be- 
ginning, Flynn has used fork lift 
trucks. Today all materials are pal- 
letized and shipments of flooring 
and other materials are arriving in 
labor-saving strapped packages. A 
new pole-frame shed was erected 
last year. 

Mechanical handling is vital to 
keep operating costs to a minimum, 
says Flynn. He believes that any 
yard with $200,000 volume can gain 
great benefits of mechanical han- 
dling, even in the south where yard 
labor is relatively inexpensive. 

Thanks to the combination of 
alert management and success of the 
unique net-cash flexible discount 
system, the Goldsboro yard now en- 
joys upwards to half-million annual 
sales with a seven-man staff. And it 
is expected to keep growing, despite 
competitive conditions, Flynn says 
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SHINGLES 
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Your customers will see how Bird 
Wind Seal Shingles work —will look 
for them in your yard. 


ook who's helping you sell 


BIRD 
WIND 
SEAL shingles! 


Two great NBC-TV personalities will be demonstrating Bird Wind Seal 
Shingles on their shows — day after day — night after night — reaching mil- 


lions of families — families right in your selling area. 


THE DAVE GARROWAY SHOW 
plus 
THE JACK PAAR SHOW 
plus 


FULL COLOR ADS 


in the Saturday Evening 


POST 


Ask your Bird salesman for samples and point-of-sale aids! 


BIRD 
& SON « 
[cased Ym 


BIRD & SON, INC., DEPT. AL-3, EAST WALPOLE, MASS.; CHARLESTON, S. C.; CHICAGO, ILL; SHREVEPORT, LA. 
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LET THIS 


SALESMAN 
Sell for YOU 


Rack Size: 11” Wide, 16” High, 6” Deep 
@ Your customers serve themselves. 


@ All fast moving items for Home, 
Office and Shop. Small inventory 


required. 


@ All items skin-packaged - no lost 
parts or soiled packages. 
@ Greater profits are yours with 


fast turnover. 


nee METAL DISPLA 


with assortment 


Each of 10 Different Cards 
Total 50 Cards 


Other U. S. 


E. products 














Wholesale Dept. | 





E 


SAV 1 Buy For Cash... 


at these WHOLESALE PRICES! 





215 A ORD THICK SUTT 


Shingles 6” 


ALL ALUAINUAE PULL FRAME 


SCREENS 
20x38... 2.29 
28x54... .282 
32x54... .3.03 


(ALL STANDARD SIZES iH STOCID 
Ce ee ee 


39” 


Twin-Tile 91° 


Screen Door 5” 


GOLD BOND VELVET 


PAINT 


ONsCURE OLAsS 


BATHTUB 
3” ENCLOSURE 











per oot 




















325 GLOUNT STREET TELEPHONE Z2108 











hb es tee 
(Serre 


“$.N-$" 
Lag Screw Shield 


“KORKER” 


Machine Screw Anchor 





Sei 
“TY-TON- FORWAY” 
Machine Bolt Shield 





“MULTI- DIAMETER” 
Woed Screw Anchor 





When ordering thru your 
wholesaler-specify U.S.E. 


U. S. EXPANSION BOLT CO. 


YORK, PA. 


DEPT. AL-3 


Circle No. 112 on Coupon, page 138. 
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Separate C&C Selling 


Strong merchandising of services 
such as home planning, aggressive 
consumer advertising, promotion of 
end-use packages rather than pieces, 
product diversification, land develop- 
ment are among the successful new 
policies of southeastern lumberyards, 
which have faced the stiff competition 
of pseudo-wholesalers described on a 
previous page in this issue. 

In addition, many established com- 
panies have set up c&c departments 
within their regular yards, applying 
flexible discounts for pickup trade, 
either contractor or consumer. 

One example is the Highland Lum- 


ber Co., Fayetteville, N. C., whose c&c 
sales counter and service counter are 
seen above, together with ads that 
tie-in with the separate types of sales. 
Highland’s cash sales now amount to 
almost 20% of total volume, according 
to James Watson, vice-president. Sales 
in 1957 were down about 10%—but 
profits equaled the year before, he said. 
The relative strength of profits 
stemmed from lower operating costs, 
the increase in cash sales due to the 
separate c&c department, expansion 
of hardware and specialty lines and 
more consumer advertising with aid of 
a local ad agency, he said. 
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COMPARE! 


Your De Walt Your 
Power Shop Franchise present 
gives you: line? 
See why [4 THE FIRST RADIAL ARM all-purpose power tool—the [] 


machine that revolutionized the power tool market! 


DE WALT (A THE MOST IMITATED of all multi-purpose power [] 


tools (over 40 different manufacturers have tried to 
is the biggest money-maker imitate De Walt’s original radial arm design during 
= n the past 35 years) ! 
in the power tool field! THE MOST DEMONSTRATED all-purpose power tool 
on the market—over 8 million people saw it demon- 
strated last year alone! 


THE ONLY all-purpose power tool with 100% un- 
divided, world-wide advertising support—in maga- 
zines your customers read for the do-it-yourself infor- 
mation they need. 


LIBERAL COOPERATIVE ADVERTISING ALLOWANCE to 
help share the cost of your local promotions. 


THE FIRST power tool so simple in concept, so accu- 
rate in performance that it makes woodworking easy 
and practical for everybody, from the novice to the 


“pro”! 


THE FIRST power tool to do the work, save the space 
and cost of a shopful of other tools! 


THE SAFEST power tool design on the market— 
demonstrated through actual experience! 


THE ONLY power tool of its kind thoroughly proved 
by over 35 years of outstanding performance in 
industry ! 
A COMPLETE AND READY-TO-USE unit—no extra 
motor to buy—no tricky assembly by you or your 
customer ! 


THE ONE MODERN, simple, functional design that 


Ask Carlisle Hardware of Springfield, Massachu- needs no trunkful of clamps, guides and assorted 
setts, or any of hundreds of enthusiastic De Walt 


os a : ' 
Dealers throughout the country! devices to make it work! 


THE POWER TOOL with a Direct Factory Franchise 
that offers you the full profit on every sale! 


THE ONLY FRANCHISE that offers you a complete 
and fully-proven selling program throughout the 
year! 


Compare the De Walt® Franchise—point by point—with 
any other. See why the power tool that revolutionized 
the industry offers you a profit opportunity you can’t 
afford to be without! 


Get on the profit-wagon now! Send the coupon for the full, exciting profit story today! 


De Walt Inc., Dept. AL-803, Lancaster, Pa., Division of AMERICAN MACHINE & FOUNDRY COMPANY 


( Send full information on how the De Walt Franchise can boost my profits! 


Name. 





Company. 
Address. 
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Curtis folding louvre doors such as these will be featured in Curtis advertising during April in 
BETTER HOMES AND GARDENS, AMERICAN HOME, HOUSE BEAUTIFUL, HOUSE & GARDEN. 


Curtis windows and other woodwork will be extensively advertised during 1958. 


CURTIS tt 


wooDWoORK 
WOODWORK heart of the home 
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Step up your profits on doors with 
this big Curtis Woodwork promotion 


variety Curd 


wooowort 


entrance peauty.- 


The widespread popularity of nd 
louvre ioe gets laa push nt ee OSE CURTIS 
in April when Curtis Style-Trend ; CH o , 
folding louvre doors are adver- eee 
tised to 8,706,474 readers of 
leading home magazines. 

And that means an extra 
profit push for Curtis Woodwork 
dealers who tie-in with this na- 
tion-wide promotion. These 
dealers have available a wealth 
of local promotional materials, 
provided by Curtis, to help step 
up their sales and profits. 





Tying-in is easy... 
and profitable! 


To help Curtis Woodwork deal- 
ers get the most from this door 
promotion—and other monthly 
Curtis Woodwork promotions 
on windows and other products 
—Curtis provides many sales 
helps. These include window 
posters reproducing the con- 
sumer ad... folders for the deal- 
er’s prospects...radio scripts... 
ad mats and publicity stories 
for the local newspapers. 

And to help clinch sales, there 
are the big Curtis door and win- 
dow selector charts showing the 
wide variety of Curtis doors and 
windows. These charts help cus- 
tomers make up their minds 
quickly...help salesmen close 
the sale. Here is point-of-sale 
merchandising at its best! 











CURTIS COMPANIES INCORPORATED, Clinton, iowa 
Your Curtis representative will give you complete informa- Clinton, lowa 
tion on April promotion on Curtis Style-Trend folding louvre Wausau, Wisconsin 
doors and other monthly sales plans. Would you like more Chicago, Iilinois 
information on "selling Curtis’? It's yours for the asking! Sioux City, lowa 
Lincoln, Nebraska 


Minneapolis, Minnesota 
New London, Wisconsin 
Oconto, Wisconsin 
Scranton, Pennsylvania 
Charlotte, North Carolina 


WOODWORK heart of the home Atlanta, Georgia 
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“Model” Dealer-Owned Wholesaler? 


“Services are more important than rebates,” say lumber-dealer 


members of Wisco, a tax-paying wholesale organization. Here are the 


operational details of this important group. 


A pattern for profitable whole- 
saler-retailer relationships that may 
be a model in the industry is found 
in the operations of Wisco Hard- 
ware Co., Madison, Wis. This is a 
dealer-owned, tax-paying wholesale 
corporation. About one-third of its 
650 stockholder-dealers are retail 
lumber dealers, the balance are 
hardware store operators. 

The pattern is found running 
throughout the firm’s operation and 
does not lie exclusively in the patron- 
age refunds which _stockholder- 
dealers receive at year’s end. These, 
in effect, are like an independent 
wholesaler’s net profit. 


The firm operates similarly to 
other dealer-owned wholesale firms 
in that dealers earn patronage re- 
funds with their purchases. In 1957, 
the refund ranged downward from 
the high of 3.56% paid to Peters 
Lumber Co., Inc., Hancock, Wis., on 
more than $50,000 of materials pur- 
chased. 


Pattern examined. Part of the 
pattern is financial. In 1957, Wisco 


400 RETAILERS, 
at right, attended 
Wisco Hardware 
Co. annual Janu- 
ary merchandising 
school and sales 
show. They talked 
to manufacturers, 
studied new prod- 
ucts over a 2!/- 
day period. 


dealers received over $35,000 in 
freight allowance, up to 22% off on 
direct factory carload purchases and 
special sales, plus an extra 5% off 
on future-dated orders. 

Important to retailer survival? 
Yes. But— 

If you ask any Wisco retail lum- 
ber dealer which is more important 
— patronage refunds or overall 
retailer-aiding wholesale service, 
chances are about three to one you 
will get this answer: 

“People may say I’m nuts, but to 
me the services offered by Wisco 
are more important than its re- 
fund.” 

That statement was made to 
American Lumberman in approxi- 
mately those words by several retail 
lumber dealers who attended the 
recent Wisco annual “merchandis- 
ing school and sales show” held at 
the firm’s Madison warehouse late 
in January. 


Price services. Aside from the 
patronage refunds (usually paid in 
4% non-voting stock in the corpora- 


tion, callable intermittently at par), 
Wisco Hardware Co. offers dealers 
the following price services: 

1. Volume discounts. 

2. Savings on direct factory car- 
loads. 

3. Savings on pool car shipments 
delivered to Madison, with items 
picked up there by the dealer (for 
example, a lumber dealer reported 
he gets the carload price on a 50- 
piece plywood order when he comes 
to the warehouse and takes it as it 
is unloaded from the car). 


4. Special slash-price ‘‘one-min- 
ute” sales. 


These “one-minute” sales need ex- 
planation. They are held every time 
Wisco stages merchandising train- 
ing meetings at central points 
throughout Wisconsin, as well as at 
the annual meeting in January held 
in Madison. To provide inducement 
for dealers and their sales person- 
nel to take time to attend these 
meetings, a group of 20 to 30 items 
is offered for sale at very special 
prices. The prices apply only while 
the dealers are present at the meet- 
ing; the signed orders are handed 
in as the dealer leaves the meeting 
room. Merchandise for these special 
sales usually is purchased with the 
sale in mind; the items are of 
standard grade. 


“You can pay your entire cost of 
coming to the merchandising meet- 
ing out of the savings you make at 
these ‘one-minute’ sales,” says J. A. 
Fitschen, president of Wisco. 


Selling services. Beyond the 
price services offered by Wisco, the 
firm does the following: 


1. Maintains an experimental 
store and engages in merchandising 
and sales research, with results 
available to all stockholder-dealers. 


2. Provides traveling representa- 
tives whose main job is not order- 
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PERSONAL CONFERENCES with manufacturers’ men centered 
on giving retailers important sales know-how, de-emphasized 
order taking. Modern displays in Wisco's experimental store are 


seen in the background. 


J. A. FITSCHEN, president of Wisco and creator of its mer- 
chandising program, briefs manufacturers’ representatives on 
their part in the merchandising school program. 


building, but consulting with deal- 
ers on management and merchan- 
dising. 

3. Holds training sessions on spe- 
cific products to up-grade employe 
knowledge and skill in selling. 

4, Offers help in developing spe- 
cial spring and fall sales, complete 
with mailing pieces to consumers. 

5. Provides opportunity for deal- 
ers to consult with manufacturers’ 
sales and merchandising experts not 
normally encountered by the lumber 
dealer in his own yard. 

6. Organizes advisory councils of 
dealers to meet with Wisco man- 
agement to work out adequate solu- 
tions to market problems, plus other 
programs which give the dealer 
tangible evidence that he and the 
wholesaler are working together to 
serve the consumer well and at a 
profit. 

7. This year Wisco is setting up 
a marketing department to engage 
in public relations, research, ad 
program preparation and improved 


BUILDING PRODUCTS MERCHANDISER 


chandising school. 


merchandising in behalf of the 
dealer. 

“There isn’t a dealer today who 
doesn’t need management help and 
merchandising help,” one lumber 
dealer told American Lumberman. 
This dealer was present at the Janu- 
ary Wisco merchandising school and 
sales show at Madison; said he 
wouldn’t miss it for anything. 


Low operating cost. With all 
these services, Wisco operates on 
an 11% ratio to net sales, about the 
same as recent surveys report for 
independently-owned wholesalers; 
reserve supply-type firms are oper- 
ating currently at about 4%. Retail 
lumber dealers are operating at 
17% to 24%, while the cash-and- 
carry retail lumber giants operate 
as low as 10%. 

“No one thing contributes to our 
low operating cost,” says ruddy- 
faced, vigorous J. A. Fitschen, 
president and long-time general 
manager of the firm. “The main 
thing is that we all work as a team, 


“ONE-MINUTE SALE" in the Wisco auditorium offered merchan- 
dise at slashed prices to permit dealers to pay for their trips with 
special buys. This door frame and sill was offered at 15% off 
wholesale in quantity lots. 


BUILDING PRODUCTS warehouse area got special attention 
from the many retail lumbermen attending Wisco's annual mer- 


not only here in the warehouse but 
also in the field—dealers and Wisco 
men working together.” 

Other executives of the firm add- 
ed a bit to this cryptic statement. 

“We encourage dealers to send in 
orders by mail,” explained a sales 
supervisor-vice president. ““We have 
several dealers who, instead of put- 
ting an item in the want-book, write 
out an order for us, send it in, in- 
structing us to hold it until we 
assemble enough of his orders to 
make a proper shipment. Two-thirds 
of our orders come to us by mail.” 

Another cost-saving and turn- 
over promoting policy lies in Wisco’s 
sales terms. Statements are mailed 
twice each month. Items bought be- 
tween the first and 15th of the 
month are discountable up to the 
20th, net due the fifth of the follow- 
ing month. Purchases between the 
16th and the first are due on the 
fifth, net due on the 20th. On all 
items except a few promotional spe- 
cials, the cash discount is 2%. 

(continued on next page) 
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MODEL CO-OP 


(begins on page 66) 





“By putting our discount dates 
five days ahead of the usual 10th of 
the month, we tend to get our money 
sooner and more surely,” explained 
one Wisco executive. 

“We're not tight on credit, but 
we're strict,” he said. “When pay- 
ment dates aren’t met, dealers must 
make arrangements then and there. 
aa must be a good system, for in the 

25 million of sales, our credit losses 
come been less than $58. And in 31 
years of operating, there has not 
been a single business foreclosure 


among 650 Wisco firms in five states 
whose managers attended the ses- 
sions of our adult education pro- 
gram and who have cooperated with 
the general Wisco program 


"A" for effort. “A place like 
Wisco is more apt to help if you 
have a problem,” commented Al 
Golz, Laufenberg Lumber Co., Ev- 
ansville, Wis., a graduate of an Art 
Hood management workshop. “Wis- 
co seems to put forth more effort 
than other wholesalers, for example, 
to get a special item into a carload 
for us.”” (Wisco sponsored a 4-day 
Art Hood management workshop in 
1955, with a capacity enrollment of 
its lumber dealer-stockholders. ) 





PICKERING “GOLD MEDAL” LUMBER 





comes from 


ALTITUDE GROWN 
TIMBER 


And it has all of the merits asso- 
ciated with high altitude growth— 
fine grain, soft, mellow texture, 
generous size, uniform quality. 
Pickering’s mill, completed in 1947, 
is modern and efficient. All electric 
with two band mills and a resaw, 
it can turn out 400,000’ a day. 
Twenty-four dry kilns operate the 
year around. Five sheds hold 20 
million feet of dry lumber—assur- 
ing prompt shipment of 
CALIFORNIA 


SUGAR AND PONDEROSA PINE 
WHITE FIR AND INCENSE CEDAR 


Lumber 
Cut Stock, Box Shook 





Please contact your local distributor who 
features “Gold Medal” products—or drop 
vs a line at Standard, California and let 
us put him in touch with you. 


The ie Trade Mark is your 
ossuronce of quality. 


Telephone Sonora JE 2-7141 





Circle No. 25 on Coupon, page 138. 


PICK =R IN G LUMBER CORPORATION 


Standard, California 


(Near Sonora, 


Ask for ao copy of our color brochure, 
“‘Timber,’’ which contains a word and pic- 
ture story of Pickering’s timber resources 
ond manufacturing facilities. 


Calif.) 
Teletype Sonora 116-U 





Another lumber dealer reported 
on spe ed of delivery. 

“We're about 180 miles from 
Madison,” he said. “Yet we often 
get orders filled from Wisco faster 
by at least a day than we can from 
some of the independe nt w holesalers 
in our own backyard.” 

President Fitschen explained: 
“Orders received one day are 
shipped that same day, with the in- 
voice right behind it. We’ve operat- 


ed on an overtime basis every week 
for the past 31 years to do this. 


Sales functions. “We call our 
traveling representatives ‘territory 
supervisors’,” Fitschen added. “We 
are changing their functions from 
selling; they’re not solely to get or- 
ders, but are merchandising and 
management advisors. They’re paid 
a salary plus a year-end bonus based 
on overall business. Thus, they have 
no reason to load up a dealer. It’s 
to their interest to work for the 
dealer’s best interest.” 


Future program. Fitschen has 
announced some broad policy goals 
for the firm. Many of these make 
sense for any wholesaler, no matter 
Ww “a the ownership: 

Decreasing the cost of distri- 
tag so retailers can buy the best 
quality merchandise at equal or 
lower prices than all competition; 
assisting the retailer to make a rea- 
sonable profit for his services, in 
turn giving the consumer the best 
value for his money. 

2. Expanding the Wisco adult 
education program to assist dealers 
in better business methods, helping 
them to perform their retail func- 
tions. 

3. Becoming a greater influence 
in moving more goods “the last 
three feet,” thus stimulating com- 
merce and keeping more _ people 
employed. 

4. Establishing new standards of 
achievement for the retailer. 


Dealer influence. Overall co- 
operation between Wisco and its 
retail customers is improved in sev- 
eral ways, all of them having to do 
with getting greater retailer influ- 
ence into the wholesale operating 
policies. 

First, nine of the 11 board of 
directors are retail lumber and re- 
tail hardware dealers. Second, the 
firm has set up three advisory 
boards of dealers. These are the 
Lumber Dealers Economic Board: 
the Hardware Dealers Strategy 
Board; and the Green Bay Advisory 
Board (made up of dealers in the 
Green Bay area, which has special 
problems in that it is farther from 
the Madison warehouse than most 
other active market regions in the 
state). Membership on these boards 
rotates. Each dealer serves a three- 
year term. These boards keep Wisco 
management in step with current 
needs of retailers. 
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New FREE Lock Merchandiser 


Colorful 
Compact , 
Store-tested 


— 


It's a beauty and it really moves mer- 
chandise! It’s Free! All you pay for are 
the items on the display. 

Every retailer who has tested this new 
ILCO Counter Merchandiser (No. DP57) 
says it’s the hottest lock salesman he 
ever had in his store. Here's why: 


1. Locks and latches are strong “impulse purchase” 
items. 


" : i 


er ati 
ail ** 


eo 


Sane 


2. It’s colorful and appealing to the eye: wing 
panels a gorgeous red, center panel a deep blue, 
attractive natural wood frame. 


3. Quality merchandise with a name your cus- 
tomers know and have confidence in — ILCO. 


4. Quick turn-over, standard stock items: night 
latches, deadlocks, padlocks, cabinet locks, key- 
hole locks, cylindrical locksets, door knobs — 24 
items in all! 


5. Compact — consolidates display space for 24 
popular items into less than 2 sq. ft. of counter space; 
dimensions: Base 40” x 6”, overall height 22%”. 


IMMEDIATE DELIVERY — Ask your jobber about this spectacular new 


sales producer or write direct for complete information. 


INDEPENDENT LOCK CO. 


YN 


BUILDING PRODUCTS MERCHANDISER 


Fitchburg, Mass. 
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Cash-and-Carry Wholesaler 


--Earl Taylor’s Plan for Distribution Efficiency 


Michigan retail lumberman did not like having to buy 


from his biggest competition, the cash-and-carry lumberyard 


at Kalamazoo. He knew other dealers were also buying there 


—and hating it. This spelled “opportunity” to Taylor. Here 


is the story of what he did to solve the problem. 


Cash-and-carry wholesale—that’s 
Dealers Reserve Warehouse, Gales- 
burg, Mich. Here, retail lumber 
dealers can buy material—one piece 
or a truck load—at prices which 
are said make them more competi- 
tive with cash-and-carry giant re- 
tail lumberyards. These prices are 
very little above carload prices, even 
on small quantities. 

All this is possible because one 
retail lumberman got angry. This 
man is H. Earl Taylor of Taylor 
Lumber Co., Galesburg, Michigan. 

“When I found I had bought more 
than $7,000 worth of plywood from 
the big cash-and-carry yard south 
of Kalamazoo in the past 12 months, 


it bothered me. I began to plan how 
to eliminate this business of buying 
from the very firm which has been 
costing me business.” 

The result of his thinking is Deal- 
ers Reserve Warehouse. The firm 
was incorporated in June, 1957. 
Early in 1958 Taylor completed 
building new warehouse space for 
the firm; prior to that he used the 
warehouse of Taylor Lumber Co. for 
the wholesale stocks. 


Taylor's idea. Taylor Lumber 
Co. is a good-sized firm. It has ap- 
proximately 25 employes, in 1957 
had a volume of over $1 million. 
This means sizable buying volume. 


EARL TAYLOR, the retail lumberman who "got mad" at having to buy from his cash-and- 
carry competitor, at his desk at Taylor Lumber Co. 


“Why not set up so that this buy- 
ing volume can be used by other 
retail lumber dealers, too?” Taylor 
thought. 

By making use of Taylor Lumber 
Co. facilities, the operating costs of 
Dealers Reserve Warehouse are al- 
most nil. When a carload of material 
is expected, Taylor sends a notice 
to the dealer-customers of DRW: 
“The car will be here tomorrow and 
unloaders will be working. Your 
merchandise will be set out at car- 
side. Come and pick it up.” 

For this service, Taylor charges 
the other dealers the carload price 
plus the actual unloading cost ($2.25 
per M in the case of lumber) plus 
a very small markup. If the mate- 
rial has to be carried into the ware- 
house for later pick-up, then a small 
additional markup is applied. 


Cost-savers. Under Taylor’s 
scheme of operation, Dealers Re- 
serve Warehouse has almost no 
overhead costs. First, all materials 
needed for Taylor Lumber Co. in- 
ventory, plus those needed by DRW, 
are purchased by the wholesale com- 
pany. As soon as materials arrive, 
DRW invoices Taylor Lumber Co. 
for them and receives payment. The 
materials are stored in Taylor Lum- 


NEW WAREHOUSE for Dealers Reserve 
Warehouse holds part of that firm's whole- 
sale inventory; remainder is in Taylor 
Lumber's buildings and all of it is owned 
by Taylor. 

















































ber Co. sheds. Time taken in han- 
dling them is charged to DRW;; the 
men doing the work are on Taylor 
Lumber Company’s payroll. 

When another dealer buys from 
DRW, Taylor Lumber bills DRW 
for the materials and DRW in turn 
bills the dealer. When payment is 
received, DRW pays Taylor Lum- 
ber. 

“This is a device which saves us 
from an inventory muddle,” Taylor 
explained. “We have very little in- 
vestment in the DRW warehouse 
and DRW has no fire insurance, no 
real estate taxes, only one truck, 
very little full-time payroll and no 
inventory to finance. 

“Because of the wide variety of 
Taylor Lumber Co. stocks—includ- 
ing plumbing goods and electrical 
wiring supplies—DRW is able to of- 
fer the dealer a greater variety of 
goods than most wholesalers can. 
And our prices in many cases are 
less than those of dealers’ pool cars.” 


Sales methods. It is not Tay- 
lor’s idea to open up this cash-and- 
carry wholesale operation to all re- 
tail lumber dealers. 

“We are not putting out our 
price books indiscriminately,” Tay- 
lor said. ‘We have eight price books 





Taylor, here seen inspecting it, is loaned 
to selected retail lumber dealers. It is 
kept up to date weekly. 
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DEALERS’ TRUCKS here are waiting their turn to load merchandise as the Dealers Re- 


serve Warehouse unloaders remove it from the car. 


out now. We aim eventually to have 
about 30-35 retail dealer customers 
of DRW. But even at present, our 
wholesale volume in DRW is greater 
than our retail volume in Taylor 
Lumber Co.” 

Wiil manufacturers go 
with this arrangement? 

“As long as we have a good credit 
rating and keep up our buying vol- 
ume, manufacturers aren’t going to 
cut us off,” Taylor said. “There are 
manufacturers who won’t sell the 
big cash-and-carry retailers, even 
through the wholesale buying offices 
of these firms. But we’re different. 
We buy for re-sale to other dealers 
and we keep our books strictly sepa- 
rate from those of Taylor Lumber 
Co.” 


along 


Payment policy. To eliminate 
the need for a dealer-customer to 
give his driver a blank check with 
which to pay for merchandise picked 
up at DRW, Taylor has set a 10-day 
payment period. Invoices are put in 
the mail the same day the material 
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MODERN STORE of Taylor Lumber Co. 
was built several years ago. The firm 
employs about 25 men, some of whom 
work intermittently for the wholesale 
department. 








UNLOADING SASH at Taylor Lumber 
Co.-Dealers Reserve Warehouse. When 
dealers pick up goods at this point, the 
lowest price applies, enabling them to be 
profitably competitive with the cash-and- 
carry giants. 


is picked up. 

“If we don’t get the check within 
10 days, we put the dealer on a 
strictly cash basis,” Taylor said. 
“When he becomes current again, 
he regains the 10-day pay privilege. 

To aid his selected dealer custom- 
ers, Taylor supplies them with a 
flip-card price book. This book is 
kept up to date with weekly price 
sheet mailings. The book is an- 
nounced as the property of DRW, 
and is subject to return if the dealer 
steps outside the rules. The main 
rule is that the DRW prices are con- 
fidential and are not to be used in 
shopping for better prices else- 
where. 

The Dealers Reserve Warehouse 
travels one man currently among its 
eight dealer-customers. 

“Our goal in all this is to put the 
retail dealer on a profitably com- 
petitive footing with the big cash- 
and-carry yards,” Taylor said. 
“Thus far it looks as if we’ve done 
it.” 
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Something exciting has 


With a choice of new styles, new colors, and new designs in Armstrong Ceilings, your pros- 


pects wont want to settle for plain tile anymore! They'd rather spend a little more for a 
styled ceiling that gives them the extra benefit of decorator designs or the modern comfort 
of sound conditioning. And because there’s an Armstrong Ceiling to satisfy every decorat- 
ing whim or remodeling budget, you'll close more sales . . . build more business on furring, 
molding, and other related products, too. 

All you need to get started in this business is a stock and display of the full line of Arm- 
strong Ceilings. When customers see the new ceiling designs, it’s easy to trade them up from 


plain tile. And when you do, something exciting happens to your ceilings profits, too. 








— 








appened to ceilings 


Every time a customer selects an Armstrong Ceiling For full details on the profit opportunity in the 


instead of plain tile, you've doubled or tripled your line of Armstrong Ceilings, contact your Armstroug 
profit margin! Many dealers report margins of up to wholesaler or write Armstrong Cork Company, 4203 


12.4¢ per sq. ft. on Textured Cushiontone, alone! Rieker Avenue, Lancaster, Pennsylvania 


Armstrong Ceilings are advertised regularly on Armstrong Circle Theatre (alternate Wednesdays, CBS-TV ). 


(Armstrong CEILINGS 


Cushiontone (Full Random and Textured designs Decorator Temlok Tile (Style 100-Tweed, 
Style 121-Diamond, Style 142-Starlite) Plain Temlok Tile (Snow White and Light Ivory) 





cut your investment by 7 O A 


REARDON’S | 


_. Revolutionary New 


Tints BONDEX, BONDEX Heavy Duty, DRAMEX and 


You stock only white and eight tint- 
ing colors. This new system is the first 
paste tinting color for both powder 
and liquid products. Colors in each 
tube are pre-dispersed making color 
mixing easy. 


These tinting colors are now available 
in sensational new unbreakable plastic 
tubes... the only unbreakable tubes 
in the industry. Now it’s so easy to 
stock all the popular colors. 


Yes, for a full line of colors your saving in investment, space and weight is tremendous. 


© 1958 The Reardon Company 
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With your order you receive an eye-catching 
display piece measuring 29 inches high, 24 
inches wide and 6 inches in depth... dis- 
playing the large color chart and containing 
on its side smaller color cards. Attractive and 
practical (it occupies only one square foot of 
counter space), this piece will produce addi- 
tional sales through on-the-spot, impulse 


buying. 
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Ask your Reardon salesman for full details now...or write the Reardon Company at 


7501 Page Boulevard, St. Louis, Missouri. 
This one-tinting system for BONDEX, BONDEX Heavy Duty, DRAMEX and DRAMEX 
Ready-Mixed has been market tested and will be advertised both nationally and locally. 


TOP FASHION COLORS 


THE REARDON COMPANY‘: St. LouissChicagoeLos Angeles e Kearny, New Jergey «Montreal 


Lp 
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Dealers are asking--- 


Should | join a buying co-op? 


Will co-op membership help me 


compete profitably with the giant 


cash-and-carry yards? 


Will it help me improve my net 


profit picture? 


What's good and bad about them 


from my point of view? 


Pros and Con's of CO-OP Buying 


Can lumber dealers buy better in a cooperative buying 


group than they can individually? 


{merican Lumberman 


editors have been asking dealers for factual experiences to 


learn the answers. Here is what the dealers said. 


Retail lumber dealers report that 
sometimes they can save substantial 
money through co-op buying. Some- 
times, they told A.L., it just appears 
to save them money, but the saving 
is really an illusion. For example: 

“Take the case of a window frame 
we buy from an independent whole- 
saler for $7.95 laid down in our 
yard,” reports one dealer. 

“The same size and quality of 
frame, bought through the co-op on 
a pool car basis costs us $5; we can 
mark it up 50% and still sell for 
less than the wholesaler’s price to 


us ” 
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This is impressive; yet there 
must be more here than meets the 
eye, for no retail dealer was found 
who buys all his re-sale inventory 
through a buying co-op even in the 
face of lower prices. 

One member bought more than 
$100,000 in lumber through his co- 
op in the final quarter of 1957; 
another dealer in the same co-op 
bought $361. Why the difference? 


Advantages vary. Dealers told 
A. L. that if they are served by 
aggressive, merchandising-minded 
wholesalers, the benefits of coopera- 
tive buying is lessened; while in the 


cases of retailers buying from 
wholesalers interested solely in get- 
ting the dealer’s order, co-op buying 
can be a boon. 

Maybe so; how, then, do you ex- 
plain the fact that in one midwest 
region, blessed with more than its 
share of merchandising-minded 
wholesalers, A. L. found several of 
the strongest buying co-ops encoun- 
tered during the entire field of 
study ? 

After talking to management of 
a number of buying co-ops and to a 
large number of dealer-members of 
these and other groups, a pattern of 
advantages and disadvantages be- 
gins to appear. These are listed be- 
low, not necessarily in order of 
greatest importance: 


Advantages— 

Some lower prices, sometimes 
considerably lower, are possible on 
LCL quantities bought in pool cars 
through a co-op. 
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-Dealers can buy some items in 
LCL quantities at the wholesale 
price on direct shipment from some 
manufacturers who bill the co-op. 

Sometimes the wholesale func- 
tional discount on carload lots is 
passed along to the dealer on prod- 
ucts on which the co-op has been 
able to get such recognition. 

The co-op’s buyer can help mem- 
bers of the co-op keep up on price 
trends, thereby making any inven- 
tory speculation somewhat less of a 
gamble. 

The co-op’s buyer sets up buying 
sources and is on the watch for good 
new sources. 


Disadvantages— 

Certain well known lines are not 
available to co-op groups because of 
lack of warehouse facilities. 

Dealers may experience delay in 
making up pool cars. 


The dealer must look ahead far- 
ther and may need to invest more in 
inventory than otherwise; this in 
turn tends to slow down inventory 
turnover. 

Some members join merely to get 
the prices; this harms co-op effec- 
tiveness through attempted chisel- 
ing of other sources. 

Members are obligated to buy 
substantially through the co-op if 
the group is to be successful; it may 
not be to their interest always to 
do this. 

Members must “discount” bills of 
the co-op. This means that members 
must be strong, well-financed com- 
panies. 

Most co-ops have no salesmen on 
the road to help members with their 
merchandising. 

Co-ops do not maintain genuine 
warehouse stocks from which the re- 


tailer may draw on hurry-up orders. 

With a few outstanding excep- 
tions, buying co-ops of retail lum- 
ber dealers offer their members 
little merchandising help. 

If a dealer’s contact with sup- 
pliers is solely through the co-op, 
his opportunity to get first-hand in- 
formation on new products is lim- 
ited to co-op bulletins and periodic 
“new product” meetings. In addi- 
tion, whatever service the wholesale 
salesman may render in merchan- 
dising is lacking—the co-op has no 
men contacting dealers. 


Leadership is vital. It was 
agreed by the co-op member-dealers 
interviewed by A. L. that the big es 
sential for success is to have the 
group headed by a man with a 
strong personality. He will be called 
upon many times to use his strength 

(continued on next page) 
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Total 1957 purchases for 
members 

Refunded to members from 
discounts allowed $ 

Percent returned to members, 
paid in cash 

Members billed for operation of 
buying office $ 

Net percent returned to members 

Net refunded to members $ 


The arithmetic $3,500,000 


of cO-Op 
buying efficieney 


Quoting broadly from the 1957 
performance of one of the best- 


182,000 
5.2%, 


16,000 
4.7%, 
166,000 


managed retail lumber dealer 


cooperatives 


To compare with normal wholesale operation: 


The cooperative system of operation tabulated above calls 
for no sales salaries, travel expense of salesmen, or opera- 
tion of a warehouse. If the salaries of two salesmen are 
assumed, at $8,000 each, plus $6,000 each for expenses (total 
$28,000), then the above picture would look like this: 


Net refunded to members................ $166,000 


Less sales expense (above) 28,000 


Less operation of warehouse— 
(For 1-man, warehouse, est........... 
(For warehouse operat. costs. ..... 


5,000 
5,000 


128,000 


3.6% 


Payment to members...... 
Percent of “profit” on sales............. 


(NOTE: Dun & Bradstreet reports 1956 net profit on net sales of 90 
independently-owned building material wholesale firms with net 
worth of over $75,000 was 2.15%; for the above $34 million opera- 
tion, the net profit after expenses on this basis would be $75,250.) 
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New pallsasiiie cides ont 
eye-appeal and buy-appeal 


Let’s look at them, one at a time. Take the new “tell and sell” 
packing for the “1200 Line” of pull-push rules. 4 sizes—6, 8, 10 and 
12 ft.—priced from $1.10 to $1.98 retail, in smart new colorful 
pouch punched for pegboard display. 

Stanley Aluminum Levels—No. 313 in 4 sizes—12, 18, 24 and 
28 in.—priced from $5.50 to $9.40 retail, and No. 233 in 2 sizes— 
24 in. at $9.95 and 28 in. at $10.95 retail—are now packed in sales- 
making boxes cut out to show level and plumb vials. Boxes punched 
for hanging. 

Stanley Steel Tapes are packed in a self locking plastic box with 
colorful outer cardboard box die-cut to display tape. 4 sizes—25, 
50, 75 and 100 ft.—priced from $4.29 to $7.29 retail. 

Stanley Carpenters’ Squares are now packed in transparent poly- 
ethylene sleeves with “How to Use Stanley Rafter Squares” booklet 
inserted in sleeve. 11 models available, priced from $3.95 to $9.20. 
All squares packed 3 of a kind in new triangular corrugated carton. 

Order these tools with plus packaging from your wholesaler. 
Stanley Tools, Division of The Stanley Works, New Britain, Conn. 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 
teots + drapery, industrial and builders hardware * door controls + aluminum windows + stampings + springs 
« coatings « strip stee! > stee! strapping—made in 24 plants in the United States, Canada, England and Germany. 
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in reconciling differences between 
members. 

Is there a legal hurdle for co-ops? 
There may be; one dealer mentioned 
that perhaps the “like prices for like 
quantities” clauses of federal law 
might possibly apply where the 
promise of substantial volume has 
caused a manufacturer-supplier to 
step outside his established sales 
policies and discount schedules. 

Small capital needed. It 
doesn’t take much of an investment 
for individual dealers to get started 
in a buying co-op. Perhaps a total 
paid-in fund of $25,000 would do it 
for a group of 50-100 dealers. 

Dealers buying through co-ops 
emphasized to A. L., however, that 
members must pay their co-op bills 
at once—by return mail, preferably. 
This is because the co-op’s working 
capital may turn over as often as 
once a day. One successful buying 
co-op of mid-western retail lumber 
dealers turned its capital more than 
200 times during 1957, on total pur- 
chases of more than $314 million. 

Dollar-wise, buying co-ops in the 
building material field do not reach 
huge totals. The 1954 U. S. Census 
of Business reports 253 such groups 
with a total annual volume of $39,- 
874,000. This number may be grow- 
ing, perhaps because of the inroads 
into dealers’ sales by the cash-and- 
carry giants which are burgeoning 
in the mid-west and the south At- 
lantic states, as well as elsewhere. 

Should you join? Should you 
seek to join a buying co-op of retail 
lumber dealers? If, after consider- 
ing all the above benefits and objec- 
tions, your answer is “Yes,” con- 
sider the following statement. It 
was made to A. L. by a dealer-mem- 
ber of one of the best run and oldest 
of these groups: 

“Buying at ever cheaper prices 
isn’t the final answer for profits,” he 
said. “Dealers have to step up their 
selling efforts, too.” 

Perhaps co-op membership will 
help step up a dealer’s efficiency in 
buying; industry consensus is that 
a dealer must improve in all phases 
of his business to be truly success- 
ful in the years to come. 


CLDEALER POUNTERS 


Cut-away Model Helps Sell 

To effectively use a Lu-Re-Co 
house model as a sales tool, Ted 
Griggs of the Thompson-Decatur 
Lumber Co., Decatur, IIl., decided 
it had to be readily accessible at 
all times. Griggs mounted the mod- 
el home on the wall alongside his 
desk with a pair of shelf brack- 
ets. Now instead of hunting for 
the model when he discusses home 
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packages with customers he has 
it within arm’s reach. Literature 
and panel samples are kept on 
the floor of the model. 


Plywood Panel Makes Sign 
to Sell More Plywood 


Lyle E. Schafer, Roseland Lum- 
ber Co., South Bend, Ind., applied 
a clear varnish finish to a fir ply- 
wood panel, mounted it in a frame, 
and places it outside his yard’s 
front door each day. Painted on the 
panel are the words “Fir Plywood,” 
beneath which are two panel thick- 
ness, 4” and 54”. Movable numbers 
are then stapled to the sign, giving 
the sale price of the plywood. As 
the market changes, the prices can 
be easily altered. Since Roseland 
Lumber faces a busy thoroughfare, 
Schafer gets good display for his 
plywood offerings. 


Plumbing Sample Board 


Plumbing items, ordinarily hard 
to show because of their odd sizes 
and shapes, are displayed against 
a background of perforated hard- 
board at the Linden Lumber Co., 
Manasquan, N. J. The plumbing 
department has been confined to one 
corner of the showroom. A sample 
of almost everything stocked is fea- 
tured here. 


Pictures Beckon Customers 
to Literature Display 


Pictures of completed remodeling 
projects and new homes mounted on 
the literature display board at 
Myers Lumber Co., West Hazleton, 
Penna., are powerful means of 
drawing customers to the collection 
of advertising brochures there of 
products used to build the projects. 
Once there, the board is flanked by 
chairs the customer can use to study 
the pamphlets to their heart’s con- 
tent. 
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Heavy-duty 
builders saws with... 


performance your customers want-- 


prices they can pay--$59.95 to $89.95 


You can stock more expensive saws... but you won't find one that will 
give your customers better performance and longer trouble-free service 
than a new heavy-duty Stanley builders saw. Here’s why: 


@ FREE-START GUARD. Covers @ HEAVY-DUTY BALL BEARING 
90% of blade. Prevents hang- CONSTRUCTION throughout— 
up when starting cuts. for longer, more dependable 


MOTOR SAVER DRIVE. Blade service. 
mounts on flange collar, not @ FAST, SIMPLE BEVEL ADJUST- 


arbor. Protects motor against MENT 
shock. @ STURDY STEEL BASE 


4 HEAVY-DUTY, LOW-PRICED MODELS—IN PROFESSIONAL CARRYING CASES, TOO! 


6” H65 cuts 2” at 90°, 142” at 45° $59.95—complete Kit H665.. $75.95 
62” H68 cuts 2%,” at 90°, 158” at 45°... $64.95—complete Kit H668 $80.95 
7” .....H70 cuts 234” at 90°, 1354” at 45° ...$74.95—complete Kit H770 . $90.95 
8” H85 cuts 2%” at 90°, 2%” at 45° ....$89.95—complete Kit H885 $107.50 
All of these saws have “%” round arbors. 
Widespread advertising is creating a definite preference for Stanley builders 
saws and other top-quality Stanley power tools. For full details, see the Stanley 
distributor near you or write: Stanley Electric Tools, Div. of The Stanley 
Works, 123 Myrtle St., New Britain, Connecticut. 
Prices slightly higher in Canada. 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 
tools * drapery, industrial and builders hardware * door controls + aluminum windows « stampings + springs 
« coatings « strip steel » steel strapping—made in 24 plants in the United States, Canada, Engtand and Germany, 
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Demonstrator Shows How . 


cA KM inn ll 


Co. uses ceramic tile application as subject for homeowner clinics. 


IA i 


. then Do-lt-Yourselfer Tries Skill 


Taking advantage of opportunity for dealers, Northbrook (11l.) Lumber 


4 hove 


left, Vie Gabrovich demonstrates application to Northbrook customers: 


above right, homeowner tries his hand at cutting tile after store demonstration. 


Ceramic Wall and Floor Tile 


New Protit Opportunity 


© Awakening popular demand, plus new adhesives and more 


liheral distribution policies, 


are booming ceramic tile sales. 


¢ Exclusive American Lumberman report tells the benefits and 


drawbacks of this interesting product; how retailers and whole- 


salers are merchandising ceramic tile at a profit. 


So new is ceramic tile as a profit 
opportunity for retail lumber deal- 
ers that as recently as mid-1957 the 
product was not even named in a 
nation-wide survey to learn current 
trends in product lines handled by 
this industry. 

Yet here and there retail lumber 
dealers have put in stocks of ce- 
ramic tile and are profitably mov- 
ing it. 

Here’s what these dealers tell 
American Lumberman about their 
experiences in selling this product: 
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1. There is tremendous popular 
demand by homeowners for a better 
wall and floor finish. 

2. As yet few outside the ceramic 
tile industry realize that new ad- 
hesives and grout 
taken the product out of the hands 
of the skilled craftsman now an 
untrained workman or a do-it-your- 


self homeowner can be confident of 


doing a good job. 
3. There are relatively few man- 


ufacturers of ceramic tile who are 
willing to sell the product outside 


cements have 


the traditional tile contracting 
channels—but the product lines of 
these few are good. 

4. In the major’ metropolitan 
areas, contract labor of laying up 
ceramic tile still is tightly in the 
hands of a strongly unionized craft, 
but in the tremendous markets away 
from these centers the product is 
being installed successfully by car- 
penters and other craftsmen at costs 
as low as 60% below those charged 
by tile setting contractors. 

(continued on page 86) 
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Rectangular Louver 

Ventilators. Most commonly 
installed on gables. Available 

in flush or self-casing designs for 
use with any type of construction, 
insect screen. Available in sizes 
from 8” x 8” to 24” x 30”. Gal 
vanized steel or aluminum 


Roof Louver Ventilators. installed 
9 fc f ar te Removable 


y ff 


Under-Eaves Louver Ventilators, instalied 
on the under-side of over-hanging eaves, 
Finned louvers deflect rain and snow, 
without obstructing air circulation. Three 
sizes: 4” x 16”, 6” x 16”, 8” x 16”. Gal- 


~~‘ AcNew! A broader line of 
4 SD * i 
, Profit-makers! 


a Milicor Louver Ventilators 
of steel and aluminum 


Now Milcor has a complete line of 
ventilators to meet every job requirement 
— stationary rectangular louvers, 
under-eaves louvers, triangular louvers 
and new Milcor Roof Louvers. 

Milcor Louver Ventilators build 
good will for you — the Inland name 
stands behind the quality of each 
product. Write for price list today. 


Making good products better 
through constant improvement 


INLAND STEEL PRODUCTS COMPANY 


DEPT. C, 4029 WEST BURNHAM STREET ® MILWAUKEE 1, WISCONSIN ¢ aTLANTA * BALTIMORE 


Steel 
family @ BUFFALO e 


@ LOS ANGELES e MILWAUKEE e MINNEAPOLIS ¢ NEW ORLEANS e NEW YORK e ST. LOUIS, 


CLEVELAND e DALLAS © DENVER ¢ DETROIT © KANSAS CITY 
cp-16 


CHICAGO e CINCINNATI 
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Ceramic Wall and Floor Tile Profit Opportunity 


IDEAL DISPLAY ROOM SETUP for retail lumber dealers is seen 
here; this is the display maintained at the Walter E. Selck & Co. 
Dealer personnel are brought for educa- 


Chicago warehouse. 
tional meetings. 


Distributor Aids Dealers 


POPULAR INTEREST in ceramic tile is shown by this recent dealer 


meeting to explain retail selling methods. 


Pioneering Work is Paying Off 


As a result of the sales pioneer- 
ing done by several distributors 
serving retail lumberyards, one 
major manufacturer of ceramic tile 
recently stepped up his production 
capacity 24 times. That’s how fast 
this product is getting acceptance 
in the retail lumber field. 

This was reported to American 
Lumberman by Konrad Lopina, ce- 
ramic tile sales manager, Walter E. 
Selck & Co., Chicago building spe- 
cialty wholesale firm. 

“We think one of the greatest 
volumes this year in ceramic tile 
will be done by the lumber dealer,” 
Lopina said. 

Selck travels salesmen through 
five mid-western states, calling on 
retail lumberyards and floor cover- 
ing retailers. (Another division of 
the company manufactures a well- 
known brand of metal sink frame, 
merchandises it through other dis- 
tributors nationally). 

“When we got into the tile busi- 
ness originally, the product we sold 
was plastic tile,” explained Jim But- 
ler, wholesale division general man- 
ager. Sales reports showed us that 
homeowners were interested in more 
than plastic tile. “Moreover, it was 
evident they were willing to pay 
for a more permanent product.” 

Another index which Butler 
watched was his firm’s sales figures 
in plastic tile. While this volume 
remained good, it had declined 
somewhat. 
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“We approached every manufac- 
turer of ceramic tile and everyone 
turned us down,” Butler went on. 
“Finally, we found a reputable man- 
ufacturer who would sell us for re- 
sale to the retail lumber trade. This 
was several years ago.” 

Butler explained that until the 
recently-developed adhesives and 
grouts were available, ceramic tile 
was not feasible for amateur appli- 
cation and manufacturers took this 
into consideration with restrictive 
distribution policies. 

“However, with the new cements, 
we have discovered that ceramic tile 
is often as easy to install as plas- 
tic tile,” said Butler. “As long as 
the do-it-yourself trend continues, 
it looks like a constantly increasing 
dealer sales opportunity.” 

Tailored to needs. At first, 
identical sales presentations were 
made to the lumber dealer and the 
tile contractor. But working with 
the manufacturer, Butler and his 
associates worked up sales litera- 
ture, instruction booklets, ad mats 
and sample display panels specifi- 
cally for the dealer. The line itself 
was carefully studied and suggested 
inventory lists prepared. 

“We weren’t interested in merely 
selling a stock of tile to a dealer,” 
explained Butler. “We wanted to 
put the lumber dealer into the tile 
business. Inventory is only part of 
this program. We still must sell and 
help the retailer sell.” 


Suggested inventory. Selck of- 
fers the retail lumber dealer a com- 
plete package to help him do a sales 
job. A basic inventory, for example, 
costs the dealer $400; retails for 
$650. This will complete 500 square 
feet of wall. It consists of 500 feet 
of 414,”"x4¥,” field tile; 140 lineal 
feet of bullnose cap; 20 pieces of 
bullnose outcorner; 20 pieces of 
bullnose incorner; three 314-gallon 
cans of mastic; four 1-gallon cans 
of mastic; eight 5-pound packages 
of dry grout; two types of trowel, 
a tile cutter and one carbide-tipped 
tile nipper. Also included with the 
package order are 250 envelope 
stuffers, two ad mats, a display 
easel and a chip display, plus 100 
installation booklets, a display port- 
folio and an architectural brochure. 
Popular colors suggested by the 
salesman are pink, gray, green, 
yellow and tan. 


For a more elaborate display, 
Selck has developed its own ceramic 
tile display rack which is sold to 
the dealer for $110, refunded, if the 
dealer orders 4,000 square feet of 
tile in one year. 


“We know that some items the 
lumber dealer handles are currently 
down in sales volume. In many cases 
it may be that ceramic tile, to- 
gether with a well-rounded selling 
program, will provide additional 
sales volume at a profit,” Lopina 
said. 
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Weslock styling will add 

a beautiful appointment 

wherever locksets or cabinet hardware 
are called for... highest styling... 
quality and value. 


WESTERN LOCK MFG. CO. 
The Style Leader in Residential Locksets and Builders Hardware 
2O7TS BELGRAVE AVENUE, HONTINGTONM PARK, CALIFORNIA 
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Ceramic Wall and Floor Tile— Profit Opportunity 


MOSER'S TILE DEPARTMENT occupies this space, soon to be 
developed into “homeowners workshop" area, where evening 
classes may be held to help do-it-yourself customers. The wall 


tile inventory will remain in the racks seen here against the far 


wall. 


How One Dealer 


Complete inventory 


and fast, free delivery 


Steps up 


ceramic tile sales for Illinois dealer. 


Ceramic wall and floor tile can 
be sold successfully in lumberyards. 
An outstanding example is Moser 
Lumber, Inc., Naperville, Ill., which 
has added a complete line in over- 
the-counter sales for the do-it-your- 
self trade. 

Ceramic wall and floor tile has 
become in a relatively short time 
a vital, sales-building part of the 
wall and floor covering department, 
according to Jim Ory, manager. 
This department also sells resilient- 
type floor tile, plastic wall tile, plas- 
tic laminate counter tops and car- 
peting. 


Strong competition. “We found 
that our biggest competitors for ce- 
ramic tile sales to the homeowner 
were the mail order catalogs,”’ Ory 
said. “So we went to work and set 
up our tile department to offer 
the customer everything that he 
couldn’t possibly get elsewhere.” 

Ory attributes Moser’s sales suc- 
cess in the ceramic tile line to two 
factors: inventory and financing. 
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A complete tile inventory is car- 
ried. The customer has an oppor- 
tunity to examine the tile, select 
the color and take the material with 
him. Or, if he prefers, the tile is 
delivered the same day of purchase. 
“There’s no delay, no waiting peri- 
od, no chance of selecting the wrong 
color, no possibility of error in or- 
dering,” Ory says. “An added ap- 
peal is prompt free delivery. And 
delivery charges can run high on 
a high-bulk product like ceramic tile 
when shipped collect by a mail order 
house.” 

“Our second major benefit to the 
customer is our financing terms,” 
states Ory. “We will sell on a 90- 
day basis, interest free, with one- 
third due every 30 days.” 

Ory makes use of product dis- 
plays furnished by his wholesale 
supplier. He plans to make more in- 
tensive use of these in a depart- 
mental salesroom now being de- 
veloped. There is adequate space to 
display products, store inventory 

(continued on page 86) 


Beats 


METAL FRAME holds ceramic tile sample panels, permitting Jim 
Ory to help customers select desired colors of field tile, base and 
cap. He keeps a full “library of color samples for this use. 


Mail Order Competition 


FLOOR TILE SAMPLES are displayed in 
this re-built asphalt floor tile display 
rack. Manager Jim Ory takes a sample 
board from the rack for customer inspec- 
tion. On the shelf below full-size sheets 
of tile can be laid out to aid color selec- 
tion. 
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MILLIONS SEE IT IN MAGAZINES. 
Every year the famous L‘O’F label is 
seen over 100 million times by the 
readers of these—and many more— 
national magazines. 


ad ia, 


MILLIONS SEE IT ON TV. On alter- 
nate Saturday evenings, 20 million people 
see the powerful L‘O-F trademark while 
they solve another high-rated Perry 
Mason TV mystery. 


youl do better 


with the one glass label everyone knows 





OF 





SHOW 'EM YOU SELL IT! Use the sales-building 
L‘O'F displays and decals to tie in! You can’t beat 
‘em for customer recognition and merchandising 
power. Get them from your Libbey * Owens: Ford 
Glass Distributor. 


“L-0O-F IS EASIEST TO CUT”, say 28 out of 30 dealers who took 
a blindfold test. That’s because L-O’F is slow-annealed to be less 
means fewer crooked breaks, less waste, more profit! 


brittle... 


specify L-O*F WINDOW GLASS every time you order! 


LIBBEY-OWENS:FORD a Gneat Name in Glas 
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Sell continuous hinges 
from eye-catching 
merchandiser 


@ A 58'%”"-high display in three 


bright colors to attract all 
customers 


Stands on floor or hangs on wall 


Front panel swings open, shows 
how to apply hinges 


Holds your choice of these four 
assortments: 


— all steel 

— all brass 

— steel, brass and aluminum 
— steel and brass 


Assortments include hinges 30” 
and 48” long (merchandiser also 
accommodates lengths |’ to 6’) 
Screws visibly packed with in- 
dividual hinges 


Pocket for free how-to literature 


Continuous hinges have a 
natural appeal to all handy- 
men, hobbyists, craftsmen and 
do-it-yourselfers. Boxes, lou- 
ver doors, cabinets, chests— 
all look neater, stronger, 
more modern when they’re 
equipped with these long-last- 
ing, warp-preventing hinges. 


Ask your wholesaler for de- 
tails on M-1 merchandisers 
and their profitable assort- 
ments. Or write Stanley Hard- 
ware, Division of The Stanley 
Works, 123 Lake St., New 
Britain, Connecticut. 





























DEALER COMPETITION 


(begins on page 84) 





and hold homeowner clinic meet- 
ings. 

Word-of-mouth sales. “When 
we make an over-the-counter sale, 
we can be sure that we’ll have more 
sales in that block within a few 
months,” Ory said. “It’s like a chain 
reaction and we have to give the 
housewife most of the credit. When 
her husband completes the job, 
she’ll be showing it off to her neigh- 
bors or the wives in her ‘coffee 
klatch.’ It doesn’t take long before 
the first sale blossoms into a second 
and a third. We lose very few of 
these referral sales. 

“However, on cold sales, where 
our advertising brings prospects to 
the yard, we find a different situa- 
tion. We have to explain the me- 
chanics in detail, give assistance in 
every possible way and reassure the 
prospect that he isn’t tackling a 
project he can’t handle. Usually we 
refer this customer to someone who 
has just completed a do-it-yourself 
job and who usually is only too 
happy to answer any and all ques- 
tions.” 





CERAMIC TILE 


(begins on page 80) 





5. Ceramic tile fits well into the 
“big ticket” packages now being 
promoted by leading retail lumber- 
yards. Often it is used as a sales 
leader from which are developed 
sales of complete kitchens and bath- 
rooms, as well as other home im- 
provement projects. 

6. The ceramic tile sales job is 
two-fold: (1) Telling the public it 
can now buy and install the product 
on a do-it-yourself basis and (2) 
Selling the public on buying ceramic 
tile from your company. 

7. Successful ceramic tile sales 
methods include: (1) Holding edu- 
cational workshops to which are in- 
vited homeowners. (2) Holding spe- 
cial contractor meetings. (3) Set- 
ting up suitable displays in the 
store. (4) Including ceramic tile as 
a part of the complete job in a pack- 
age new home or home modern- 
izing sale. (5) Including ceramic 
tile in a complete wall, floor and 
counter-top sales and installation 
department. These are but a few of 
the methods now being used suc- 
cessfully. 

8. Close cooperation with a mer- 
chandising-minded wholesaler is 
vital. 

9. A large inventory is not need- 
ed because of modern techniques of 
color matching from one batch or 
order to the next. 

10. Average gross profit on sales 
of ceramic tile and accessories is 
about 40%. 
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11. Sale of ceramic tile often can 
be made to lead into sales of more 
conventional lumberyard products, 
such as gypsum wallboard or ply- 
wood for wall tile backup; asbestos 
cement board for floor tile under- 
layment; new windows, new cabi- 
nets, plastic laminates for counter 
topping (where the tile itself is not 
used in this way). These are but 
a few that have been reported. 


12. The modern trend in the use 
of ceramic tile opens selling oppor- 
tunities for it in every room in the 
house, not solely in bathroom and 
kitchen. 


LLDEALER POWNTERS 


Color Postal Cards 
Promote New Store 


When O’Malley Lumber Co., Tuc- 
son, Ariz., remodeled its store re- 
cently, manager C. O. Brown made 
use of the smart-looking store ex- 
terior as a merchandising tool. He 
engaged a local commercial photog- 
rapaher to take an excellent color 
photograph of the building. This 
picture was then turned over to a 
postal card printer. The resulting 
postal cards were then used in a 
series of mailings to customers, 
each containing a product message 
on the reverse side. Brown said the 
entire job cost him only $150 for 
the color photo and 7,500 postal card 
reproductions of it. 


"How To" Signs 


Displaying and labeling of panel- 
ing in office and salesroom has 
helped increase sales of both panel- 
ing and finish materials for Young 
Lumber Co., Waterloo, Iowa. John 
(Art) Young states that a typical 
wall sign reads as follows: 

“Tdaho White Pine, Pattern 116 

Price 21c per square foot 

With 1 coat mahogany stain 

1 coat white shellac 

1 coat 3 & 1 Satin and Spar var- 

nish.” 
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wErViaam@ Hardware 


For every door that 
swings, slides or folds 


Bonus features for builders are part of every set. It’s the most com- 
plete, profitable door hardware you can sell. 
Compare these features on Stanley’s new No. 2987 bi-fold hard- 


ware shown above: 


” 


For all openings—2' 0” to 6’ 0 
Compact package, easy to stock 

Top-quality hardware—for lifetime performance 
Smooth, whisper-quiet action 

Easily hung by one man 


Adjustable, steel No. 2825 
pocket frame. Only one set 
to stock for all door sizes 
from 2’ 0” to 3’ 0”. 

No. 2800 for by-passing 
doors. Only one set to stock 
for both %” and 1%” doors. 
Positive vertical adjustments 
without loosening screws in 
door. 


For demonstrator models and other sales helps, see your distributor. Write 


for catalog to Stanley 


Hardware, Division of The Stanley Works, 123 


Lake St., New Britain, Connecticut. 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 
tools + drapery, industrial and builders hardware * door controls « aluminum windows + stampings + springs 
+ coatings + strip steel » stee! strapping—made in 24 plants in the United States, Canada, England and Germany. 
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interiors a new look of beauty and spaciousness. 


x 8’ panel sizes in four sparkling color combinations for building or remodeling any room in any building. 
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PRICED FOR FAST, PROFITABLE SALES 


TO CUSTOMERS WHO WANT WASHABLE 
WALLS WITH A NEW LOOK... 
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MARLITE CELESTIAL PANELS. Twinkling stars on a woven fabric background give 


Available in 4’ x 6’ and 4’ 








Panels! 


MARLITE PEG-BOARD® PANELS. For working walis of beauty and utility in 4' x 8’ panel sizes. ¥,." diameter holes are spaced 1” on 
centers. Available in most Marlite colors and patterns. Priced just a few cents above unperforated Marlite of the same color and pattern. 


WwrROK, 
> » \G 


ae These two new Marlite panels offer you a real 
Bi Zins opportunity for profitable paneling business in 
1958. Especially developed to add a new look to walls, 
ceilings, room dividers, sliding doors, counter tops—each 
one features the same genuine, soilproof melamine plastic 
finish for which Marlite is famous. And these new panels 


Marlit 


are backed by full-scale advertisements in leading na- 
tional magazines, plus a complete package of profit-pro- 
ducing sales aids to help you tie in. Get the complete 
story on these two new panels from your Marlite repre- 
sentative, wholesaler, or write Marlite Division of 


Masonite Corporation, Dept. 341, Dover, Ohio. 


® 
e plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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Picture Tour 
of a 


Self-Service 


Lumberyard 








HARDWARE AND PAINT are stocked 
in the store. Note the store directory 
sign under the words "Serve yourself 
and save." Entry to warehouse at rear. 


Self-service is the merchandising 
policy in the warehouse and yard 
of the Chandler Lumber Co., Van 
Nuys, Calif., where homeowners 
wait on themselves with compara- 
tively little help from salesmen and 
yardmen. And there is very little 
interference with contractor trade. 

Perhaps the best part of this set- 
up is that self-service sales are 
made at the regular retail price. 
Markups average 50%. Any busy 
Saturday morning you'll see home- 
owners hauling away and paying 
cash for enough merchandise to 
equal a small house job dollarwise. 

“We can handle twice our present 
do-it-yourself volume with no addi- 
tional personnel,” says Al Newkirk, 
retail manager. ‘““We don’t have cus- 





KIDDIE CORRAL for children is stocked 
with lots of comic books. Self-service 
requires a place for parents to park 
their children. 


tomers standing around for 40 min- 
utes waiting for a clerk. 

“Talk about taking the headache 
out of Saturday business—this is 
ir” 


Have a look. On these pages we 
take you on a tour of this miracle 
of merchandising. Each picture has 
a number; that number is shown 
on the store, warehouse and yard 
plan on the opposite page, with an 
arrow showing the camera’s direc- 
tion. 

To operate the yard there is a 
cashier, a man on roving “advisory” 
duty in the store and two men to 
assist in warehouse and yard. The 
big Saturday rush is from 10 a.m. 
to 1 p.m. Business hours are from 
8 to 4:30. Two yardmen work 8 to 
1; two more work 11 to 4:30. This 
gives four yardmen to serve the 
trade during rush hours. Saturday 
duty is rotated among the firm’s 
30 men to share the overtime. Of- 
fice men work every other Satur- 
day. 


Sales insurance. Self-service at 
Chandler Lumber Co. is seen as 
sales insurance. 

“Our business currently is about 
80% to contractors,” said Stanley 
E. Brown, president. “In case some- 
thing drastic happens to volume 
housing, we look to self-service 
volume to help us out. Operating 
expense is low and markup is satis- 
factory. We see it as an important 
part of our future business, too.” 


Selecting stock. Items selected 
for the self-service department were 
determined through analysis of 
sales tickets. Lumber lengths 12’ 
and shorter are big sellers. Basic 
stock selection principal is “any- 
thing that will go into a buyer’s 
car will sell.” 


cause it’s planned for. Note the daily 


en SELF-SERVICE works well be- 
blackboard specials. 
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is carried in stock; 
Experience 


ROLL ROOFING 


asphalt shingles are not. 


shows shingles are seldom sold to the 
Saturday-morning trade. 





lumber on edge, each piece-priced. 
Customer selection from these bins is 
encouraged. 


| STAND-UP BINS for shelving hold the 
} 
} 
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COLOR CODE on store directory (foreground) is duplicated 
by colored lines on floor leading to desired merchandise. 
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volume sales zone behind it. 






PREFINISHED HARDWOOD PANELS form sales-building dis- 


play, separating the self-service warehouse area from the 





LIGHT CART is used by customers to carry purchases to checkout stand and autos. 





CEMENT PROD. | 
TIE WIRE 


METAL LATH 








PIPE 


LATH } 
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CUSTOMER PARKING balk 


LAYOUT OF STORE, warehouse and yard. Circled numbers indicate camera 
positions for pictures on this page. 











Builders and Buyers agree... 




















































































































7973-DB 


THE HEART OF A 
SUCCESSFUL FIREPLACE 


rine cet is A DONLEY DAMPER 


Available in cast iron and steel in 


sizes from 2 to 8 feet. : 
To help builders and home owners se- ful heat-producing and smoke-free 


lect correct fireplace equipment, Donley fireplaces. 
Brothers offers its 80-page BOOK OF This buyer acceptance means nationally- 
SUCCESSFUL FIREPLACES contain- advertised Donley Dampers produce 
ing over 300 illustrations, plans and easier sales and greater profits. Buying 
basic construction ideas. all their fireplace requirements from 
Thousands of copies of this book are one source gives Donley Dealers the 
SQUARE END DAMPER sold every year — PROOF that build- added advantages of quantity discounts 
Has wide throat and squared ends ers and homeowners recognize Don- and lower shipping costs. Send today 
ie Saeas Se apeeny vay ee ley’s leadersh in designing s s- for complete information. 
y’s leadership i esigning succes complete 


tiple-faced fireplaces. 
CLEANOUT ~ F Lr 
DOORS _— 
Available Ve. al 


in steel or 

om. ASH DUMPS Feature pivoted doors for 
poker-control operation. Available in cast 
iron or steel. 





ROTARY CONTROL DAMPER 
Supplied with control at center or 
near right end. Cast iron only. ae a an ane aD a ae oe oe pS oe oe oe 
THE DONLEY BROTHERS COMPANY 
13928 Miles Ave. * Cleveland 5, Ohio 
Check one 
[ Please send complete information about Donley Fireplace Equip 

ment. 
Enclosed is 75¢ for Donley's BOOK OF SUCCESSFUL FIREPLACES 
Name 
Company 
Street 
City Zone State 


Valve plate pivots in center. Avail- 
able in four sizes. 
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One Profit-Making Line Priced to Fit 
Any Modernization or Building Budget 





Mr. Dealer: For the first time in your industry you ry New RUSCO Dual-Glazed 
can cover every facet of windows with Rusco—the Prime Windows Offer These 
greatest quality line of both PRIME WINDOWS mews important Sales Features 
and combination windows and combination doors 

in the industry. Le 


1. Factory-made weather protec- 
tion for 20% less than cost of 
separate Primes and "Storms". 


Here's what you get... Rapid delivery from local 2m » Nothing to buy sapethege ce 
warehouses: a full price range of prime and combina- posed reilbeniageweentbes by apa! 
tion windows and doors in extruded aluminum or | 3. Nething te remove, nothing te 
hot-dipped, galvanized stee! with baked enamel finish. nme store. 


Fast, local fabrication of aluminum combinations. 























And Brand New . . . Prime Win- 

dow Specification Catalogs for 

Plus Th strong consumer sales . Dltne pf ‘ Rusco Aluminum and Hot-Dipped 

support... multi-page, color '™% 7 a Galvanized Steel. Write Dept. N-3 
schedules in these magazines. : JE for yours today! 
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SUCCESSFUL BIDDING on specialty millwork requires a thorough 


knowledge and long experience. Ray Merrick, president, left, and 


Norman Stockhaus study blueprints preparatory to bidding. 


Sell Specialized Millwork Market 


Substantial investment in machines and qualified crafts- 


men, bac ked by almost a century of experience, has paid off 


for this New England dealer. 


For the lumber dealer selling to 
industrial, specialty, and contractor 
accounts, the road can be both rough 
and rewarding, according to Ray 
Merrick, president and general man- 
ager of the Merrick Lumber Co., 
Holyoke, Mass. 

This is the road a dealer takes 
when he leaves behind such things 
as eye-catching display, co-op ad- 
vertising and manufacturer’s aids. 
The end-product is usually one that 
can’t be mass produced. Selling this 
market usually requires a great deal 
of service and a thorough knowl- 
edge of the other fellow’s job. 

Merrick Lumber has been servic- 
ing industrial accounts for nearly 
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100 years. Industrial, specialty and 
contractor accounts all have a com- 
mon demand for a wide inventory 
of items not usually found in the 
average lumberyard. Merrick, for 
instance, stocks around 20,000 board 
feet of cypress fcr use in paper mill 
tanks and chests. Metal tanks are 
not feasible where acids are used. 
Three-inch rock maple is also kept 
in stock for suction box covers in 
the paper mills. Sugar pine is in 
demand for pattern making in foun- 
dry work, while oak has a number 
of uses which keep it in constant 
demand. 

Market knowledge. The fact 
that Merrick and the industry it 


serves have both been in business 
a very long time is reflected in a 
single item structural timbers. 
Most Holyoke mills were built of 
post and beam construction with 3” 
plank roof and floors. 

New timbers are now used 
for replacement and reinforcement 
when new equipment is installed 
New tanks and new machinery 
sometimes call for reinforcement 
from the basement up through five 
floors. 

There is also a tie-in for the use 
of lumber for industrial use and 
specialty items. Hardwoods and 
many items of softwoods are pur- 
chased in carload lots on a random- 
width, random-length basis. 

Each piece of lumber is measured 
and marked by a surveyor as the 
lumber is unloaded and stored. The 
lumber is graded on cutting ability 
and percentage of clear cuts that 
can be made. Oftentimes a piece un- 


March 17, 1958, AMERICAN LUMBERMAN AND 





BOW WINDOW FRAME 23 feet high being shaped in Merrick's shop for a stained-glass 


window installation in a church. 


suitable for industrial use may be 
cut between the knots and salvaged 
for cabinet work. 

In order to take advantage of 
such situations and keep such odd 
pieces moving, it is of course neces- 
sary to know the market. Holyoke 
is basically a paper-making town, 
although textiles have been coming 
back strongly and the plastic indus- 
try is moving in. Ray Merrick is 
nearly as familar with the paper- 
making process as he is with the 
lumber business. He can talk in 
terms of beaters, suction boxes or, 
turning back to the homeowner, the 
selection of knotty-pine. 

Salesmen offer service. The 
firm employs three other salesmen 
who work in and out of the office. 
One handles millwork estimates and 
sales; another, industrial sales and 
the third, small contractor and 
homeowner sales. The division line 
between the categories is thin, how- 
ever, and each salesman is expected 
to be able to step in wherever his 
knowledge might help. 

Merrick salesmen act as well as 
talk for the trade, thereby render- 
ing service and making a profit for 
both. Paper mills use a great deal 
of oak for beater filling. When a 
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Merrick salesman discovered a good 
buy in 20,000 feet of oak, he knew 
exactly where it was needed. The 
paper mill was glad to get the oak 
and Merrick was glad to pass it 
along. 

The heavy inventory of lesser- 
used stock often aids in sales to 
building contractors. Architects 
have a way of drawing plans which 
ignore the use of standard stock 
sizes. Merrick recently completed 
298 windows and frames whose 
frame height was 27 courses of 
brick, plus 7/8” mortar, or 6’-9 7/8”. 

Merrick is usually invited to bid 
on such jobs and it is in the bidding, 
where the going can get rough. Price 
is all that shows ultimately, but 
there are other considerations. The 
sort of structures on which Merrick 
bids are seldom close by. At the 
present time they are working on 
jobs 50 and 90 miles distant. As 
the field spreads, the competition 
increases. The dependency on hand 
craftsmen is also an intangible fac- 
tor. The weather, even the surround- 
ings, might lead to optimum work- 
ing conditions where a craftsman 
may nearly double his output. The 
reverse can also be true, with pro- 
duction suffering. 


THIS NEW ENGLAND CHURCH has 
about $40,000 worth of special millwork 
in cupola, gables and other trim, all fur- 
nished by Merrick Lumber Co. 


Heavy investment. Occasional- 


ly, the firm has under-estimated 
on a job and come up with a slim 
margin of profit. But there are many 
fine churches, university buildings 
and hospitals in New England that 
carry the mark of Merrick crafts- 
men in their intricately designed 
gables, cornices and stairways. 

Craftsmen and intricate design 
both imply heavy investment in ma- 
chines and men. Merrick’s plant was 
recently appraised at $475,000 for 
an insurable fire risk. Their invest- 
ment in cutting tools alone is $40,- 
000. They use over 2,000 sets which 
are valued at an average of $20 each. 
On the other hand, depreciation has 
long been nil on a Daniels planer for 
timbers with a 40’ traveling table. 
This machine, recently modernized 
with a 10 h.p. motor and V-belt 
drive, is 80 years old and still doing 
fine work. The men employed 
glaziers, cabinet makers, moulder 
and shaper operators—are all high- 
ly skilled and highly paid. 

Like other lumber dealers, Mer- 
rick also has a retail hardware, 
and homeowners store and millwork 
shop, as well as a regular inventory 
of items used by home builders. 
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TV Stars Steve Allen and Jayne Meadows 
(MR. and MRS. STEVE ALLEN) 


TV $64,000 . y mA STEVE At "— Heres the place to buy 
Question” ». re oS HUSH-TONE Ceiling Tile by 


Quizmaster ; 
Hal March oa - 
and 
his wife, Candy 


By See So, 


ADDS THE 
» COMFORT OF QUIET 
TO FAMILY LIVING! 


Don McNeill 
— of radio‘s 
famous 
“Breakfast Club,” 
and Mrs. McNeill 


who'll be 


you sell 
more 


Displays like this Identify Your Store as the 
Place to Buy Nationally advertised Hush-Tone Tile 


REG. U.S. PAT. OFF. 
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BIG NAMES in BIG MAGAZINES 
for BIG SALES in ‘58 


STEVE ALLEN...HAL MARCH... DON MCNEILL... these 
big names attract more readers, add extra selling punch to 
Celotex advertising . .. help send more prospects to YOU for 
Hush-Tone Tile and other Celotex products. 











SEE THESE BIG FULL-PAGE ADS THROUGHOUT 1958 IN NEW TRUE-WHITE HUSH-TONE TILE 
FULL COLOR IN LIFE... SATURDAY EVENING POST... 1 
BETTER HOMES & GARDENS... LIVING FOR YOUNG | 
HOMEMAKERS ... AMERICAN HOME. 





YOUR CELOTEX REPRESENTATIVE will provide you with 
striking new displays, folders, mats, attractively boxed sam- 
ples ... and other powerful merchandising aids specifically 
produced to help you get extra sales and profits from this * =iiktie,_ 

great Celotex advertising campaign! acetal 








r 


Ee" ¢ pamn of RELIGIOE 
as pion ace ane wire 
ee 


i Katies of (he View 


Sergey Restored My Sight 


UNDERWORLD USA . “UN a . ) samt 
Rotter ial ie 4. bloat a by ; ’ F NEW SILVER-LACE DESIGNER ne 


*rec.u.s. pat. orf. tr. m 


aud 





A FAMOUS LINE OF NATIONALLY ADVERTISED QUALITY BUILDING PRODUCTS ... pre-sold over a third 
of a century! INSULATING SHEATHING + ASPHALT ROOFING + MINERAL WOOL + FLEXCELL* PERIMETER INSULA- 
TION AND EXPANSION JOINT FILLER » INSULATING ROOF SLABS +» CELO-ROK* GYPSUM PRODUCTS + HARDBOARDS 


* INSULATING SIDING + HUSH-TONET CEILING TILE »* AND OTHERS 


THE CELOTEX CORPORATION «+ 120 S. LASALLE STREET + CHICAGO 3, ILLINOIS 
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Camino forests are altitude timber 
—soft textured, mellow, generous size— 
the ideal raw material for producing 
wide, thick pattern lumber, beautiful, 
clear interior finish, paneling, all-around 
building items, shop lumber, etc. And 
remember, Michigan-California is oa 
veteran lumber producing organization, 
instilled with the spirit of careful man 
ufacture and shipping—a shipper of 
quality lumber for over four decades. 


We are satisfied that you will 
benefit by becoming acquainted 
with Camino Quality Sugar Pine, 
Ponderosa Pine and associated 
species. 


MICHIGAN-CALIFORNIA 
LUMBER CO. 
CAMINO, EI Dorado County, 
CALIFORNIA 
Camino Quality 
SUGAR and PONDEROSA PINE 


and associated species 


PD, Lane Pc Worden @Q) 
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Circle No. 113 on Coupon. page 138. 


News Makers 
Mountain States Names 
**Dealer-of-the-Year”’ 

Miles D. Bradfield, head of the Brad- 
field Lumber Co., Boulder, Colo., was 
awarded the Claude W. Richardson 
Memorial Trophy as the “Outstanding 
Retail Lumber Dealer of the Mountain 
States Area” at the recent dealer con- 
vention in Denver. 

The award was established in 1956 
by Donald Richardson, president of 
the Richardson Lumber Co., Denver 
wholesale lumber and building mate- 
rials firm, in honor of the late C. W. 
Richardson, founder of the firm and 
exponent of better merchandising 
among retail lumber dealers. 


Branch Offices Opened 

e Formica Corp., Cincinnati, Ohio, 
manufacturer of laminated plastics for 
home and industry, has established a 
branch office in South Bend, Ind. Lo- 
cated in room 416 of the J. M. S. Build- 
ing, South Bend, the office will be un- 
der the jurisdiction of Formica’s Chi- 
cago district office and directed by 
L. E. Dugan. 

e Reflector-Hardware Corp. announces 
the opening of a new Pacific Coast of- 
fice, showroom and warehouse at 851 
S. Los Angeles St., Los Angeles. Ro- 
land Lipton has been named director 
of the new branch 


Distributors Announced 

e New distributors for Filon Plastics 
Corp., El Segundo, Calif., are: Cen- 
tral Supply Co., San Antonio, Tex.; 
Georgia-Pacific Plywood Corp.. Char- 
lotte, N. C.; Tidewater Plywood Corp., 
Norfolk, Va. New jobbers are: Auburn 
Plastic Engineering. Chicago; North 
Counties Supply Co., Philadelnhia; 
Reserve Supply Co., St. Paul, Minn., 
and S. Rochester, 
N. Y. 

@ Penn Sales Co., 519 York Ave., Phil- 
adelphia, has been appointed as a sec- 
ond distributor for Azrock Floor Prod- 
ucts in the Philadelphia area. Three 
other newly appointed Azrock distrib- 
ntor are: Builders Specialties and 
Supply. 8800 Kinsman Road, Cleveland, 
Ohio; Reserve Lumber Co., 595 East 
Tallmadge, Akron, Ohio, and Construc- 
tion Supply, 110 E. 29th St., Boise, 
Ida. 

@ The Aetna Plywood & Veneer Co., 
Chicago wholesale distributors of ply- 
wood, doors and related building prod- 
ucts, have opened a new distribution 
warehouse in Elkhart, Ind. 


Spencer Co.., 

















OBITUARY 

Harold H. Rosenberg, 75, founder 
and board chairman of Industrial Pub- 
lications, Inc., Chicago, died recently 
in a Los Angeles hospital. In 1907, he 
joined Kenfield-Leach Co. as manager 
of Brick & Clay magazine. In 1917, he 
founded Building Supply News. Three 
years later, he purchased Kenfield- 
Leach and formed Industrial Publica- 
tions, which publishes a number of 
other periodicals, including Practical 
Builder. 








worth | 
watching 





( Here's the one thar 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 


WILL NOT SHRINK it WORKS BETTER. 


STICKS AND STAYS pyr 
—_—_—_ 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 
Durham's Rock- 
Hard Water Putty 

ives you by far the 
Best profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
Circle No. 114 on Coupon, page 138. 
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Loaf Type Field Silos 


Now you can sell silos over the counter 
IM @ PaCkage! ..-.-.ne iret sime, tumver oeaters ane oie 


tributors Can Getin On The Tremendous New Source of Steady Profits Offered 
By Airtight, Weathertight, Silos of Black VISQUEEN Fiim. A Revolutionary New 
Product—A Silo in A Package! 

Thousands of Inquiries Now Waiting—Immediately after first announcement, a 
deluge of inquiries was received from farmers all over the country. Distributors and 
dealers are getting these inquiries. 

Silos of Black VISQUEEN Film Are Pre-Sold—By ads in national farm papers. 
Regional farm papers. Rural radio network. Farm editors, county agents, VO-AG 
instructors and government bulletins are promoting grassland farming. Now, for 
the first time, black VISQUEEN film makes this economical. Now these influential forces 
are even more active in promoting your sales story. 

Purdue University Dairy Department developed the method. Other universities 
and government experiment stations proved these silos of black vISQUEEN film make 
better silage easier and cheaper than any other method. 

High Markup, Repeat Sales—Y our markup is high. This is a repeat item. Sells year after 
year. The price is low. Costs farmers less than the annual upkeep on a conventional silo. 

Creates New Traffic, Easy to Inventory—Silos of black vISQUEEN film come 
packaged. Easy to handle. An ‘“‘across the counter” item. No service. No installation. 
Brings farm trade. Expands your area of trade. 


7 ® film—the first and foremost polyethylene film. A product of the long 
UUW experience and outstanding research of VISKING COMPANY Division of Corporation 
P.O. Box AM3-1410, Terre Haute, Indiana. 
In Canada: VISKING COMPANY, DIVISION OF UNION CARBIDE CANADA LIMITED, Lindsay, Ontario 
VISQUEEN and VISKING are registered trademarks of Union Carbide Corporation. 


Trench Silo Covers 


SILOS OF BLACK VISQUEEN FILM—1. produce, preserve, MAIL THIS COUPON NOW FOR FULL DETAILS 





protect highest nutrient values 2. prevent leaching 3. pre- Your Name 
vent mold growth 4. hold dry matter losses to a minimum 
5. preserve carotene and proteins 6. need no compacting 
7. save silage juices 8. hold temperatures to low average 
98°F. 9. need no extra equipment to fill 10. can be placed 
anywhere, anytime 11. help beat the weather 12. provide = Address 
lowest cost storage. 


Distributor [] Dealer () 


Company Name 








City 
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New Merchandising Idea! 


e SELF-SERVICE ¢ SELF-STORING 
* ECONOMICAL « 





THE H. B. 


Exclusively IVES! 


Reach in, Inspect and Buy! 

Strong, durable corrugated 
boxes providing a unique 
method of displaying and 
stocking some of the fast 
moving items in the IVES alu- 
minum hardware line ... Door 
Stops—Sash Lifts—Sash Locks 
—Coat and Hat Hooks—Hand 
Rail Brackets—All items packed 
150 except Hand Rail Brackets 
which are 75 to a Bin-Pak. 
EACH ITEM **POLY WRAPPED’’. 


STACKING—extra feature! 


Only 12” x 6” counter or floor 
space and you have a sure-fire 
traffic stopper. 


BUY 'EM from your 
IVES Wholesaler. 


IVES COMPANY 


NEW HAVEN, CONN. 


Circle No. 35 on Coupon, page 138 








American Lumberman Profit Pointers 








Fence Display in Action 


What better place is there to display home and cottage 
fencing than against a lush green lawn? This was the 
thinking at Pauley Lumber Co., Lincoln, Neb., in erecting 
its outdoors display of various fence styles. Prices of the 
fence styles are: ranch rail, $1.65 per length; gothic picket, 
$5.95; split rail, $3.60; rustic picket, $5.95. Being perma- 
nently placed on the yard’s front lawn, the samples can 
be seen by prospects, even when the yard is closed. The 
lawn around the fence sections is kept watered and mowed 
to enhance the samples’ appearance. 


Your Choice for Convenience 
in PITTSBURGH 


HOTEL PITTSBURGHER 
$ Right in the heart of the 
Golden Triangle 400 outside 
rooms with TV and every 
comfort of modern hotel 
design. General Forbes 
Lounge and Dining Room 
. Air Conditioning. Air- 
port Limousine and Taxi 


JACKTOWN 
MOTOR HOTEL 
The very finest ac- 
commodations. 60 
air-conditioned 
rooms with TV, tele- 
phone, combination 
tile baths. Excellent 
dining room. Facili- 
ties for group parties 
15 to 500. 
Route 0 
1 mile West of Irwin Interchange 
UNderhill 3-2100 


Service. 
Forbes Avenue Below Grant 


ATiantic 1-6970 


Irwin, Pa. 


HOTEL PITTSBURGHER MOTEL 


Opposite Greater Pittsburgh 
Airport on beautiful Airport 
Parkway West. 56 luxurious, 
air-conditioned rooms with 
tile bath, TV, private phone. 
Courtesy car to and from air- 


Poe AMherst 4-5152 


pYENOTE/Z 
( ) 


Joseph F. Duddy, 
Gen. Mégr. 


Teletype Service. For immediate confirmation of reservations at 


no charge .. . telephone any Knott Hotel—or teletype PG-29. 
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Red Tagg says: SiMple test helps you sell 
more Fiberglas’ Screening.’ 


This simple, easy-to-make merchandiser is a very 
quick way to let your customer prove for himself 
how strong Cyclone Fiberglas Screening is. Just 
attach two pieces of wood, with handies, to each 
side of a small piece of Fiberglas. Then let your 
customer try to stretch it. He’ll soon convince 
himself that Fiberglas is strong, sturdy, stretch- 
resistant screening—and you'll have made another 





sale of Fiberglas! 


Features of Fiberglas Screening: 


Snap-back tension — Fiberglas 
always snaps back without 
a wrinkle, always keeps its 
shape. The weave — perma 
nently locked in place — won't 
ravel or stretch, shrink or 
shift. 


Dent-proof—Fiberglas Screen- 
ing withstands all kinds of 
wear and tear, stress and 
Strain, without bulging or 
denting. 


Glareless — Fibergias Screen 
ing gives better visibility. It's 
easy on the eyes and adds to 
the beauty of any home 


Exceptional strength — Al 
though easy to cut and easy 
to use, Fiberglas Screening 
has superior strength. This is 
maintained even after pro 
longed exposure to heat 
weather, water and aging. 


No staining—Glass and _ its 
vinyl coating contain nothing 
to cause staining. Fiberglas 
Screening thus reduces the 
chance of discolored frames, 
sills and side walls. 


Rust-proof—Fibergias Screen- 
ing can never rot or corrode. 
Rain, salt, air, sun, frost or in- 
dustrial fumes cannot affect it. 


In addition to the new outstanding Fiberglas 
Screening, Cyclone also manufactures a complete 
line of metal screenings—Aluminum, Bronze, and 
Galvanized Steel. Like Fiberglas, they, too, are 
quality products and are backed by the famous, 
widely accepted USS Cyclone Label—which adds 
greatly te their sales appeal and helps you increase 
business for your store. Additional information on 
Cyclone Insect Screening is available from your 
jobber. For specialized information on Fiberglas 
Screening, get in touch with the nearest Cyclone 
Fence office. 


Place your order now! 


(iss) Cyclone Red Jag” Hardware Products 


Cyclone Fence Dept., American Steel & Wire 


Cyclone Fence, Waukegan, Illinois 


Division of 


+ Sales Offices Coast to Coast + Pacific Coast Headquarters, Oakland, California - 


BUILDING PRODUCTS MERCHANDISER 


United States Steel 


United States Steel Export Company, New York 
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AMERICAN 
LUMBERMAN 


Drop-Leaf Door Oven 


The new Imperial wall oven designed 
drop leaf 


by Frigidaire features 


insulite Introduces Pattern Tile 

A sound-deadening Pattern Tileboard featuring texture 
patterns of beige and gold on a white background is an- 
nounced. The new ceiling tile is available in two patterns 
only—one open and one closed—to give dealers the advan- 
tage of keeping a minimum inventory. The open pattern 
is designed for low ceilings and the closed for high ceil- 
ings; thus, giving the optical illusion of either “lowering 
or raising” the ceiling. The Pattern Tileboard is 4%” thick, 
tongue and grooved and comes in two sizes: 12” x 12” 
and 12” x 24” cross scored to simulate 12” x 12” panels. 
It is washable and paintable. Insulite Div., Minnesota & 
Ontario Paper Co., Dept. AL, 500 Investors Bldg., Minne- 
apolis 2, Minn. 

Circle No. 201 on Coupon, page 138. 


Built-In Wall Clocks 


These dramatic, unusual timepieces 
by Howard Miller add a touch of 
smartness as well as functional utility 


door. The new door not only serves 
as shelf for loading and unloading, 
but swings down all of the way for 
easy cleaning. Homemaker simply re- 
leases control levers on either side to 
disengage door and it swings down, 
out of the way, like a drop-leaf table. 
The door is supported on either side 
by two airplane type cables, each 
rated as capable of holding one-half 
ton. Oven also features automatic 
cooking controls. Frigidaire Div., Gen- 
eral Motors Corp., Dept. AL, Day- 
ton 1, Ohio. 


to kitchen, living room, office or cot- 
tage. The line of built-in electric wall 
clocks now numbers 14. Models are 
available with roman or arabic numer- 
als, bars, dots and various combina- 
tions of each. A wide range of mate- 
rials is employed: wood, metal, glass, 
Masonite and Plexiglas. Diameters 
range from 8” to 24”. The clock mech- 
anism, a_ self-starting synchronous 
movement guaranteed by maker for 
one year, is inserted into wall open- 
ing. Packaged complete with instruc- 


Circle No. 202 on Coupon, page 138. 











Vinyl Folding Door 


Tradenamed MagnaFold, 
a vinyl folding door fea- 
tures a positive magnetic 
latch with two permanent 
magnetic handles. Avail- 
able in 21 standard sizes. 
American Door Co., Dept. 
AL, 318 E. Colfax Ave., 
South Bend, Ind. 


Circle No. 205 on Coupon. page 138, Circle No. 206 on Coupon, page 138. 
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House Cart 

New Snyder cart (Model 
HT-5) rolls on heavy rub- 
ber tires, weighs seven 
pounds, stands 37%” high. 
Bottom shelf can slide eas- 
ily under heaviest object. 
Snyder Mfg. Co., Dept. AL, 
22nd & Ontario Sts., Phil- 
adelphia. 


Mailbox Stand 


A stand for mailboxes is 
fabricated of 14%” square 
extruded aluminum with a 
cast aluminum _— support 
plate for the box, welded 
on top. National Alumi- 
num Products Co., Dept. 
AL, 703 Pressley St., Pitts- 
burgh, Penna. 


Circle No. 207 on Coupon, page 138. 


(continued on page 104) 


A Non-Slip Handle 


Handle of the new neo- 
prene Cushion Grip Screw- 
driver will not slip in the 
hand even when wet or 
oily and it is shockproof, 
says maker. Offered in 
four styles. Bridgeport 
Hardware Mfg., Dept. AL, 
Bridgeport, Conn. 


Circle No. 208 on Coupon, page 138. 
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ROUND HEAD 
STOVE 


IN 
FASTENERS 
SOUTHERN IS 


fic! 


Handle the full Southern line bearing 
the EZ to Ce fool proof labels for 
faster, more profitable sales .. . Your 
customers know that USA-made Southern 
Screws are dependable fasteners, 
precision-made of only the finest 
materials . . . In Phillips or slotted, 
Southern Screw quality brings customers 
back — produces more traffic, 

more profit for you! 

Write for our new Package Stock Guide. 


Address: Southern Screw Company. 
P. O. Box 1360, 
Statesville, North Carolina 


Si thd es Ses 


~~. 


RS 
wa age 
an Bilt 


2 
~~ 


Rie 
i, at 


WOOD SCREWS e STOVE BOLTS 
MACHINE SCREWS & NUTS 

A, B, C & F TAPPING SCREWS 
WOOD DRIVE SCREWS 


easton , 
; sFasys a1 > ws : 
WAREHOUSES: NEW YORK {abe 
CHICAGO, DALLAS,LOS ANGELES {957o%3y . 

SOLD THROUGH LEADING SSN L ® 


WHOLESALE DISTRIBUTORS }% up SCREW COMPANY 
Ger ed 


STATESVILLE = NORTH CAROLINA 
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MORE AND MORE 
HOME BUYERS WANT 


A HEATILATOR FIREPLACE) 


‘Ths increasing trend* back to fire- 
places results from these important 
home buyer “wants”: 

1. Home owners have learned there 
is just no substitute for the cheer- 
ful, relaxing warmth of a good 
wood-burning fireplace! It’s a part 
of today’s informal, relaxed living. 
2.They expect their fireplace to be 
correct and useful . . . to circulate 
heat throughout the room-without 


*Bureau of Labor Statistics Housing Surveys 


Promote this trend to fireplaces . . . 
this growing demand for Heatilator 
Fireplaces .. . to your builders and 
masons! 


FOR FURTHER INFORMATION WRITE: 


HEATILATOR DIVISION, VEGA INDUSTRIES, INC. 


923 E. Brighton Ave., Syracuse 5, N. Y. 


HEATILATOR 


Circle No. 80 on Coupon, page 138. 


hot spots and chilly corners. . . to 
burn smoke-free . . . to be air-tight 
when not in use. . . to provide extra 
heat in periods of extreme cold, or 
when central heating fails. 
3. More and more home buyers are 
asking for a Heatilator Fireplace 
. the only unit engineered to 
provide all their wants. Maximum 
heat circulation . . . smoke-free op- 
eration . . . and long trouble-free 
life are assured. The exclusive Pres- 
sure-Seal Damper, one-piece boiler 
plate firebox, and scientifically de- 
signed complete form, add up to 
make the big difference. 





HEATILATOR 
UNIVERSAL 
DAMPER 


Designed and engineered for 
open-sided fireplaces. The Uni- 
versal Damper incorporates 
both smoke dome and damper 
in one compact unit. Scientifi- 
cally designed for smoke-free 
operation. 

Sloping sides permit back-up 





course of masonry above damp- 
er for safety. Reinforced flange 
serves as lintel. Positive chain 

ull control holds damper blade 
a in any position. Availa- 
ble in five sizes. 














NEW PRODUCTS 
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tions for easy installation. Howard 
Miller Clock Co., Dept. AL, Zeeland, 
Mich. 

Circle No. 203 on Coupon, paye 138. 


Modern Mosaic Wall Tile 


New plastic wall tiles, known as 
Modern Mosaic, now are available in 
44%” squares molded to simulate four 
quarter tiles, 2°” square. Produced by 
Artcrest Plastics Co. from polystyrene 
plastic supplied by Catalin Corporation 
of America, the tiles offer great water 
sealing ability and hold fast to wall 
surface, says maker. Available in 15 
high gloss colors. Artcrest Plastics 
Co., Dept. AL, 255 W. 79th St., Chi- 
cago 20, Ill. 

Circle No. 204 on Coupon, page 138. 
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eA de — 
Weavbord Pattern 
Complementing Hines Allwood hard- 
board line, a new basket weave pat- 
tern is permanently embossed into the 
tempered Allwood hardboard face to 
(continued on page 108) 


March 17, 1958, AMERICAN LUMBERMAN AND 





Wea WATCHING COVE 
MOULDING... PRE- MITERED 


Here's an exciting new profit-making accessory for strong- 
selling Gold Bond Grainboard Decorator Panels. It’s matching 
cove moulding...pre-coped for fast and easy installation! 

Only Gold Bond Grainboard Panels have matching moulding 
—and only Gold Bond® Moulding is pre-cut to fit without 
mitering! It’s a strong plus for the walk-in trade because it can 
produce a craftsman’s job with ‘‘do-it-yourself”’ skill 


Matching moulding comes in 10 ft. lengths, each with one | ’ oa 


factory-formed end. All the homeowner does is butt the 


plain end of one piece against the corner —and fit the pre-cut end 
of the other piece into the first. He gets a professional Gold Bond 
corner to be proud of! 

There’s a moulding to match each of Gold Bond's 5 panels BUILDING PRODUCTS 
— Heather, Wheat, Silverbark, Bleached Walnut and 
Tumbleweed. A combined sale means greater profits for you. 

For samples of the board and the moulding —and tips NATIONAL GYPSUM COMPANY 
on how to sell ’em— write Dept. AL-38, National Gypsum 
Company, Buffalo 2, New York. 
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~ after job 


builders like Leo Oot help you 


This two-man Oot sheathing team can 
cover 1000 sq. ft. in only 4 hours with 
lightweight Gold Bond BRACE-WALL. 
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Leo Oot, vice-president, Oot Bros., Inc., Syracuse, N. Y 


profit with Gold Bond Sheathing 


Builders like Leo Oot become repeat customers for you when you sell 
Gold Bond Insulation Sheathing. Mr. Oot builds 200 houses a year in the 
Syracuse, N.Y., area. He specifies Gold Bond Insulation Sheathing 
on job after job because high quality building materials save him money 
For example, he saved $25-a-house on the job above with Gold 
Bond’s new strength-tested BRACE-WALL Insulation Sheathing. Savings like : i ’ & 
these mean profit for the dealer as well as the builder. (When you sell a : ) 
man something that saves him money, you've gained a customer who'll come back for more.) 
Gold Bond BRACE-WALL builds up for you a customer list that 0 Bon 
includes loyal, satisfied builders like Mr. Oot. BRACE-WALL saves money 
: : : ; * ; BUILDING PRODUCTS 
for your customers because no corner-bracing is needed. It meets FHA 
requirements for racking strength without corner-bracing. Application costs are 
lower...‘‘dimple”’ guide-marks help locate studs quickly. No building NATIONAL GYPSUM COMPANY 
paper is needed... another important builder-saving. 
BRACE-WALL is one of a profit-making family of high quality Gold Bond 
insulation board products. Stock the Gold Bond® line... get the business 
that stays with you and grows with you year after year. For full information, 
write Dept. AL-38, National Gypsum Company, Buffalo 2, New York. 
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NEW PRODUCTS 
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give Weavbord a decorative surface at 
low cost. Ideal for cabinet sides, sof- 
fits or wainscoting, Weavbord is par- 
ticularly adaptable for use as a fea- 
ture wall, says maker. Two-tone color 
combinations may be obtained by ap- 
plying one color of paint to the en- 
tire surface of Weavbord and, when 
dry, applying a second color lightly 
with a paint roller on the raised sur- 
face only. Available in 4’x8’ panels %” 
and %4” thick. Edward Hines Lumber 
Co., Special Products Div., Dept. AL, 
3415 Howard St., Skokie, III. 


Circle No. 209 on Coupon, page 138. 


Asbestos Building Board 
A new asbestos building board, 
known as Asbestolux, is announced. 


The material is composed of long-fiber 


Amosite asbestos, which is bonded un- 
der high pressure steam with top- 





5,000 WINDOWS 
SOLD AT A PROFIT 


SHREVEPORT SASH AND DOOR JOBBER 
MOVES 25,000 WATSON ALUMINUM WINDOWS IN YEAR 


Without any “line” retail yards the 
Shreveport Sash and Door Co., 
Shreveport, La., hit an all-time high 
sales mark for 1957. “Concentrating 
on Watson residential aluminum win- 
dows; single-hung, double-hung; pic- 
ture and horizontal sliders turned the 
trick,” according to vice president in 
charge of sales, C. (Wally) Wallace. 


Mm 


RUGGED ALUMINU™M™ 


Circle No. 39 on Coupon, page 138 


Watson is one of the very few—per- 
haps the only—aluminum window 
manufacturer in the country to sell 
EXCLUSIVELY through distribu- 
tors. To find out how you too can 
add considerably to your net profits 
without materially increasing your 
overhead, write today! Dealers send 
for catalog. 


WINDOWS 


W. M. PRODUCTS CO. Dept. Aim 2 
5425 Bi. St. * H f 7, Texas 





grade silica. Asbestolux can be nailed 
or screwed without special prepara- 
tion, it is said. The material is recom- 
mended for use as fire walls, backing 
for walls and ceiling, insulating sur- 
faces of all kinds. Asbestolux is avail- 
able in thicknesses of ¥”, %4” and 
1%” and in sizes of 2’ and 4’ wide and 
8’, 9’ or 10’ long. North American As- 
bestos Corp., Dept. AL, 3210 Board of 
Trade Bldg., Chicago 4, III. 
Circle No. 210 on Coupon. page 138. 


Steel Sandpaper 

A new type of permanent sandpaper, 
called Dragon-Skin, is made entirely 
from steel. According to maker, tests 
show that Dragon-Skin can be used 
with all types of wood, plastics, plas- 
ter, rubber and many metals such as 
aluminum. It handles like any conven- 
tional sandpaper and can be used on 
wood sanding blocks, wrapped around 
dowels, held flat in the hand or on 
commercially made sandpaper holders, 
it is said. Single 4%4”x5” sheets are 
available packed in sturdy packages. 
It is also available already mounted 
on handy Red Devil No. 9 sandpaper 
holders. Red Devil Tools, Dept. AL, 
Box 355, Union, N. J. 

Circle No. 211 on Coupon, page 138. 


« +t Fs 
insulated Aluminum Siding 

An all new aluminum lap siding with 
a bonded backing of expanded plastic 
foam is available. Tradenamed Bak- 
R-Foam, the new siding is backed by 
a %”-thick sheet of Kopper’s Company 
Dylite, an expanded polystyrene plas- 
tic foam product widely used as insula- 
tion in refrigerators. Bak-R-Foam 
siding, produced in nine baked enamel 
colors, is designed to keep homes 
warmer in winter, cooler in summer, 
states maker. One man can install 
standard 10’ sections of siding unaid- 
ed, it is said. Alsco, Inc., Dept. AL, 

225 S. Forge St., Akron 8, Ohio. 
(continued on page 111) 
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@ Roly-Door Imperial, America’s finest steel sectional 
overhead door. Note the clean, modern lines of this 
16-foot model, blending beautifully with any architecture. 
And you can open or close any steel Roly-Door without 
stooping, or pinching fingers! 


@ 7-section Roly-Door “Regent” and “Premier” 
models feature all-steel welded construction, Bonderized 
for rust protection. 8’ thru 16’ stock sizes. 




















@ Beauty with all-steel quality at a budget 
price! The “Niagara” is guaranteed for one year as are 
all Roly-Door models. 


Mow Cale 





@ Roly-Door wood sectional overhead doors have 


the same convenience, safety and appearance features fH 
built into steel Roly-Doors. _—” 


...because oly Poors offer top quality in every model, size and price! 


Morrison Sectional Overhead Garage Doors offer everything the customer wants—stand-out 


styling —fingertip operation—full weather and theft protection—complete selection 
in steel or wood—automatic radio-controlled operators for any model—guaranteed satisfaction and 
fast. easy installation. Investigate your big profit opportunities in Roly-Doors now! 
» Casy & & 


ROLY-DOOR DIVISION 
MORRISON STEEL PRODUCTS, INC., 655 Amherst St., Buffalo 7, N. Y. 
Also manufacturers of Mor-Sun Heating and Air Conditioning 


and Morrison Service Bodies 
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WHAT’S THE 


BIG IDEA? 


that stops em...shows em... sells ‘em! 
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tico: great 


decorating idea center promotion 


Matico’s exciting Decorating Idea Center promotion means traffic ... sales... 
profits for you! Women will go for it because you give them exactly what they're 
looking for—expert decorating information. 

The complete Matico sales package includes a brilliant array of eye-catching 
decorating and sales aids, including a giant decorating book that the gals can’t 
resist. This is shopper stopper promotion—designed to boost sales in your store. 
Mail coupon for complete details—tie-up with the BIG idea that means BIG 
business for you in ’58! 


MASTIC TILE CORPORATION OF AMERICA 
Houston, Tex. ¢ Joliet, Ill. ¢ Long Beach, Calif. e Newburgh, N. Y. 
Rubber Tile * Vinyl Tile * Asphalt Tile * Vinyl-Asbestos Tile * Plastic Wall Tile 90 


For best results we recommend Milmark® wax... cleaner... adhesives UI 


Mastic Tile Corp. of America, P. O. Box 128, Dept. ?-3, Vails Gate, N. Y 
Rush me full details on Matico’s exciting Decorating Idea Center promotion 


cE 0 50: seve , ‘ Pty ee 
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laa ey One of the greatest advances in 
=e Modern Packaging 


SRIWS BOLTS HUTS 











DeVac Bilt-In Window | - * 4 Be sure to display... 


The DeVac Bilt-In is a self-storing 


storm-and-screen combination that is 

built into a wood-surround frame by | 

the millwork manufacturer. The Bilt-In_ | abe i<¢ our 
consists of two aluminum sash units 


and one screen panel. Sash glides on 

rigid viny] tracks that prevent metal- | 

to-metal contact and eliminates all BRILLIANT 
binding, says maker. It presents a neat 

and architecturally pleasing exterior | NEW BOX! 


with a minimum of metal exposed. It 
is also sold by The Curtis Companies, You HAVE to sell screws — so 


Inc., as the C-2850. DeVac, Inc., Dept. why not use this high-profit, 
AL, 5900 Wayzata Blvd., Minneapolis, low-selling-cost method? Self- 
Minn. service merchandiser makes it 
easy for the customers to buy. 
Generous quantities in one-price 
clear-plastic boxes give the 
buyer more for HIS money, too. 
Everybody wins! 


Circle No. 213 on Coupon. page 138. 





Easy-to-Install Ceramic Tile 


A Take-Home-Pak containing genu- 
ine ceramic glazed wall tile is de- 
signed for the do-it-yourself market. | ‘ a 
The package, made for easy carrying. , 
weighs eight pounds and contains five 
sq. ft. of genuine ceramic glazed tile 
with complete do-it-yourself installa- 
tion instructions. Each tile measures 
4%4,"x4%4” standard size. An added 
feature are the spacer lugs on each 
tile, which automatically provides even 
spacing. It is said that anyone can 
install it. Available in nine colors. 


David L. Moss & Co., Inc., Dept. AL, Co 7 TOOL 
1270 Sixth Ave., New York 20, N. Y. | ELCO sano SCREW CORP. 
Circle No, 214 on Coupon, page 138. 1800 BROADWAY, ROCKFORD, ILL. 
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RUBEROID’S 


Ge SPRING 
~ PROMOTION 


Hf 


* STARS... 


Your prospects will be pre-sold on Ruberoid products 
week after week through the Spring remodeling season! 


*On MONITOR! NBC’s round-the-clock weekend program 
will carry Ruberoid commercials on 192 stations . . . 60 big 
programs starting April 12th for six consecutive weekends. 


*in SHOW-HOUSE! Thousands of key prospects in every 
area will see Ruberoid products in Saturday Evening Post 
and Living for Young Homemakers through this highly 
successful home product showcase—in full color. 


*in GOOD HOUSEKEEPING! The famous Good House- 
keeping Seal of Approval is a powerful selling extra for 
Ruberoid Lok-Tabs, Tite-Ons and Clapboard Siding. 


*In BETTER HOMES & GARDENS! The current (March) 
ad on Clapboard Siding features a promotional tie-in with 
W. Atlee Burpee Co., distributors of the famous Burpee 
garden seeds. See your Ruberoid representative. Find out 
how you can tie in with this Spring garden promotion. 


With the Ruberoid line you get traditional Ruberoid quality 
plus important exclusive product features plus the big- 
gest consumer promotion support ever. It all adds up to 
a big *58 sales profit opportunity. See your Ruberoid rep- 








QUALITY, EXCLUSIVE FEATURES, 
PROMOTION — ALL ADD UP 
TO PROFITS FOR YOU! 


Ruberoid gives you more than quality asphalt 
and asbestos building products . . . You also 
get powerful, sales-generating promotion sup- 
port for exclusive features like these: 


*WIND WARRANTY! One of the strongest 
roofing sales features you can use. A written 
Warranty covers any wind damage to a 
LOK-TAB roof. 


*TREND COLORS! Selected by Faber Birren, 
America’s leading color consultant . . . pre- 
tested to meet’58 consumer color preferences. 


*DUROC® FINISH! Protects siding from fad- 
ing or peeling . . . locks in color, seals out 
dirt and moisture. 


* AUTOCLAVING! High-pressure steam cur- 
ing eliminates shrinkage at factory .. . assures 
smooth application for a beautiful sidewall 
job every time. 








resentative today. 
The RUBEROID co. 


500 Fifth Avenue - New York 36, N. Y. 
ASPHALT AND ASBESTOS BUILDING MATERIALS 
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LOK-TABS WITH WRITTEN WIND WARRANTY 
OS ite 


fs ¥; 
Every LOK-TAB shingle is Watranted in writing against wind 
damage—even from hurricatiesand tornadoes. 


AUTOCLAVED CLAPBOARD IN TREND COLORS 


Carefully selected by Faber Birren, these new sales-tested colors 
are designed to meet the popular color trends for ’58. 


PRE-SELLING ON NBC MONITOR 


Ruberoid will be selling for you right through the big Spring re- 


modeling season on America’s leading weekend radio program. 


PRE-SELLING IN SHOW-HOUSE 


Six million families will see Ruberoid products featured in 
Saturday Evening Post and Living for Young Homemakers 
through the Spring. 


PRE-SELLING IN BETTER HOMES & GARDENS 


A full-color ad in the current (March) issue highlights Auto- 
claved Clapboard Siding for over four million of the best new 
home and home remodeling prospects in the country. 
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Ju EQUIPMENT 


Turning Radius Reduced 

Approximately two feet has been cut 
off the turning radius of the Hyster 
150 to 200 series lift trucks to greatly 
increase maneuverability of these big 
machines, maker says. This has been 
ichieved, it is said, by a complete re- 
design of the steering assembly. The 
four trucks represented in this series 
have load capacities of 15,000, 16,000, 
18,000 and 20,000 pounds. Hyster Co., 
Dept. AL, 1003 Myers St., Danville, Ill. 


Circle No. 215 on Coupon, page 138. e . 
— aaa Mobile Radiotelephone 


A new low-priced FM mobile radio- 
telephone that can be licensed for use 
by any citizen of the U. S. for com- 
municating between vehicles and fixed 
points, from one vehicle to another 
and between two or more fixed points, 
is said to be ideal for use by lumbe1 
deal rs in sveeding up erders. The 
new radiotelephone provides reliable 
communication between vehicles and 
a fixed point within a 10-mile radius 
of the fixed station, it is said. Ranges 
of up to 50-200 miles can be obtained 
when a repeater station is used. Kaar 
Engineering Corp., Dept. AL, 2995 

for new floor beavty * Middlefield Read, Palo Alto, Calif, 
¢ AN [ ond ; Circle No. 216 on Coupon, page 138. 


“refinish 


= your floors 


Up goes the banner —and up with it go store traffic, sales and 
profits. This dealer’s Clarke floor machine rental department : , 
brings in dozens of new customers twice, to rent and return equip Truck with Flotation Tires 

ment. Being a good retailer, he'll sell them something both times A new 20,000-pound capacity fork 
—and move a host of merchandise. Add the profit from these sales lift truck for use over any surface, 
: : . fy npaved y: areas to smooth 

to his rental income and you see how easily he nets a handsome rom unpaved yard areas to smoo 
nies ; Y plant floors, is announced. High flota- 
gain from his Clarke rental department. tion tires, 4-wheel drive and power 
4 » : ¢ 265 . ~ . ¢ mar . r ale 4 c—_ . . aw DD Yo pey_ 
You can, too, just as easily. A Clarke rental department will make steering give the new Super 20 Cary 
your store traffic jump. To these extra people, you can rent Clarke's Lift ample traction and maneuvera- 
complete line of floor care machines and sell a profitable amount bility for working on any surface con- 
wary Rosie: Claske ot all th li -d ditions. The new truck has a four-foot 
ot related items. esic €s, Glarke gives you a the seliing aids you hydraulic forward reach at any fork 
need to merchandise your department and build your profits. height, savs maker. Maximum loading 


Write for details. height is 14'6”. Pettibone-Mulliken 
Corp., Dept. AL, 4710 W. Division St., 
Chicago 51, Ill. 

Cizcle No. 217 on Coupon, page 133. 


larke SANDING MACHINE COMPANY 
463 E. Clay Avenue, Muskegon, Michigan Merchandising Shelves 


Authorized Sales Representatives and Service Branches in Principal Cities 
In Canada: Clarke Sanding Machine Co. (Can.) Ltd., 21 Advance Rd., Toronto 18, Ont. 


New diamond perforated metal 
shelves by Spacemaster introduce a 
new type of merchandising shelf. 
Shelves are available in 30” and 60” 
lengths and in 2” multiples from 8” 
to 24” wide, with ticket channels for 
%” price tickets along front edges. Of 
all-steel construction, the shelves in- 
troduce a slotting principle on the un- 
: dersurfaces which permit them to be 
Floor Polisher Floor Sander Wet-Dry Vacuum Cleaner Floor Edger Rug Shampoo Machine placed at any angle from 0° to 90 

(continued on page 116) 
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Tested and Profit Proved 


NEW! The Brightest Ornamental 
Fence Ever Seen! 


Now you can offer more beauty than ever in Orna- 
mental Lawn Fence. Continental’s long-lasting 
bright finish provides sparkling appeal to your fence 
department. The heavy, full gauge copper steel wires 
are closer, uniformly spaced. Single or double picket 
styles in popular heights. Three styles of gates, with 
frames of 1%” hot galvanized tubular steel. Sell 
more fence. Sell Continental! 


Flower Bed Border—Made in the same super- 
bright finish copper steel wire as lawn fence. Avail- 
able in 16” and 22” heights. Provides smart 
protective frame for flowers. 


NEW! Galvanized Wire Fabric 


For window guards, tree guards, animal pens, 
fences, grills, etc., there is no better than Continental 
Galvanized Welded Wire Fabric. Scores of uses for 
every home. Popular mesh sizes and widths. Gal- 
vanized coating provides protection against rust 
and corrosion. 

a 


—" 


NEW RING SHANK AND SCREW SHANK 
PLUS 10,000 OTHER KINDS AND SIZES 


Wddddddddddddddddddddda gain 


[cee — ce — OE — eae” Yom 


RING SHANK and SCREW SHANK Nails are recent 
additions to the Continental line, one of the widest and 
most complete line of nails obtainable anywhere. Con- 
tinental Ring and Screw Shank Nails are available in a 
range of types for many special uses. They actually im- 
prove in holding power as wood seasons to eliminate 
pop-ups, squeaks, and splits. Write for new nail catalog. 


" Rls 


Sy | (i, 7 oan 


~ 


IF CONTINENTAL CONTINENTAL 


CONTINENTAL NAILS are packaged in 100 Ib. and SO Ib., 
cartons; 101b.,51b., and 1 lb. boxes. New King-Size Nail Guide, 
one of the finest ever designed, available to Continental Dealers, 
free on request. 


83 fast-selling steel products from one source 
See your Jobber, or write direct 


CONTINENTAL STEEL 


ries ag 


All styles of farm, poultry, 
ornamental and chain link 
fences to suit all needs. 


BUILDING PRODUCTS MERCHANDISER 


KOKOMO, INDIANA 


* . 


. 


Steel Fence Posts, gates, 
Steel Roofing and Siding 
and other quality supplies. 


Two kinds of barbed wire, 
also spooled wire for auto- 
matic balers, bale ties, etc. 


se 


x 
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, NEW EQUIPMENT 
LUMBER DEALERS! HERE'S WHAT YOU GET... a ey NR 


600 2'/, Wedge-Fit 


Ring Connectors . . . 
Cicicien toot: iti for straight, angles or vertical appli- 


and Pilot cations. Available in a choice of seven 


i Trussed Rafter decorator colors. Reflector-Hardware 
TRUSS PACKAGE a Corp. Dept. FP-5-AL, 1400 N. 25th 


. icati i Ave., Melrose Park, III. 
Fab ti B hD n ’ 
for you to build and sell age GP lad Circle No. 218 on Coupon, page 138. 


Technical and Promo- 


TECO TRUSSED RAFTERS denal Likerature 





Fabricating house components for your builder vee mene) Orerer 
customers means more profits for you. The new 
TECO Component Truss Package provides lum- 
ber dealers material and data to fabricate and 
sell economical TECO roof trusses. 

The TECO Component Truss Package Costs You 

ONLY $95.00, shipping prepaid in the U.S. 
This special offer is good through May 31, 1958. 
Cash in on the profits from fabricating TECO 
trusses for your Lu-Re-Co program ... or asa 
supplier of roof truss components. 


SEND YOUR ORDER TODAY to: 


TIMBER ENGINEERING COMPANY 
Dept. AL-583, 1319 18th St., N.W., Washington 6, D.C. 


Saw That Cuts All Ways 
Called Guard—the Short Cut, a new 
power saw cross cuts and rips at all 
angles with the material always sta- 
tionary except during ripping, states 
maker. With a 16” blade, 6” cutting 
height and a 3 hp, 3 ph motor, it is 
said to chew through any type of wood 
in record time. The Guard saw is 
equipped with a switch, an accurate 
adjustment table, ballbearing wheels 
to move freely back and forth on the 
guide rail. It can also be fitted with a 
wobbling saw blade for mortising and 
grooving or with dado blades. Guard 
\ Saw Div., Auburn Fishhook Co., Inc., 
é€ Dept. AL, Auburn, N. Y. 
Circle No. 212 on Coupon, page 138. 


VER TOPS | ~werversnes 


(Answers on page 122) 


. . What did one Illinois dealer find 
a add extra profits was his biggest competition for 


ceramic tile sales? 


. 
to your business! | 2. Why does Simpson overlaid ply- 
wood siding save customers 30%- 
plus on installation costs? 
How can you buy building materi- 
als at 4% above cost? 
What simple strength test can 
Sensenich Counter Tops are built by a A ad eile tiie scien 
the same skilled hands that make 5. How did O'Malley Lumber Co. put 
Sensenich Airplane Propellers, used on its smart-looking exterior to work 
as a merchandising tool? 
Which brand of lumber is end- 
stamped with the “Indian Sign?” 
: . : a Which two states have been hard- 
electronically glued inated wood Counter Tops . / est hit by a wave of “wholesale” 
ie i — Sensenich Chopping Blocks and Pastry yards operating mainly on a cash- 
Boards—made to the same high quality and-carry basis? 
standards. Available from stock. What new sales tool can enable 
/ you to make your yard “cabin 





private planes throughout the world. 
made of kiln dried north- Phat’s why you'll take justifiable pride 
ern hard maple in installing and selling Sensenich lam- 


available with or with- 
out backsplash 


stocked in standard sizes: Write today for complete information and planning headquarters?’ 


14%” thick, 12” to 96” 
long, 25” wide 


How did a Michigan retailer put 
not only himself but other dealers 
on a profitable competitive footing 
with cash-and-carry yards? 

What is the purpose of Signode’s 
new Unloading Chart? 


price lists. 
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“Wood windows, doors and frames are the best buy 
by far—that’s why we promote the 


Prederosa Paice Birckage 


“It’s just good commo 
Pine Package 
collection. Plus rend rel 
keep the upkeep of doi 








n sense to promote the 


The karget the wee ir volume 


redit 
lated selling are necessar} 


ng business down,” say 


Ponderosa Pine windows, panel and louver doors 


mantels, cabinets, moul 


ding, and trim are nationally 


advertised to consumers and builders in LIFE, BETTER 
HOMES & GARDENS, SATURDAY EVENING 


POST, LIVING FOR 


YOUNG HOMEMAKERS, HOUSE & 


GARDEN, and HOUSE BEAUTIFUL 


The ads in these public 
having Ponderosa Pine 
opportunity to be the I 


ations stress the advantages of 
Woodwork —take advantage of the 
*onderosa Pine Woodwork 


headquarters in your neighborhood 


SELL THE WINDO 


WS WITH THIS SEAL OF QUALITY 








QUALI eee APPROVED 
FABRICATOR ae \_ NO. 000 )s 
American W000 WINDOW Institute 


CONFORMS - UNIT UNITED STATES COM com STND. 205- s6/ 





This American Wood Institute Seal on windows 
you sell is your customer's assurance that they 
conform to U. S. Department of Commerce Com- 
mercial Standards and are: 


ARTHUR CLIFFORD 
President, A. W. Burritt Company 


Sieleline ae @eeleualerl 


¢ Correct in design 

© Properly constructed 

© Made from carefully 
selected kiln dried 


lumber 


¢ Preservative treated 
© Properly 
balanced 
¢ Efficiently 
weatherstripped 


 d 
a ae 4, 39 South La Salle Street 
GCE NOODWORK « chiceoo3, illinois 


An Association of Western Pine Producers and Woodwork Manufacturers 


MEMBERS—Woodwork Group 
ANDERSEN CORPORATION 
Anson & GILKEY Co. 
Carr, ADAMs & COLLIER Co. 
CONTINENTAL SCREEN Co. 
Curtis COMPANIE NC 
FARLEY & LOETSCHER MFe. Co. 
GRINNELL SASH & Door Co. 
Hurp MILLworK Corp. 
Huttic Mrs. Co. 
IDEAL Co. (WM. CAMERON & Co.) 
INTERNATIONAL PAPER Co. 
—LoncG BELL Division 
MALTA MANUFACTURING Co. 
MIssouLa WHITE Pine Sasu Co. 
MorGAN COMPANY 
PHILADELPHIA SCREEN Mra. Co. 
Rock IsLaAND MILLWworK Co. 
SEMLING-MENKE Co. 
WABASH ScrREEN Door Co. 
WESTERN PINE Mec. Co. Lrp. 
WuiTe Pine SAsuH Co. 


BUILDING PRODUCTS MERCHANDISER 


MEMBERS—Lumber Group 
ALEXANDER-STEWART LUMBERCO. 
THE ANACONDA COMPANY 
ASSOCIATED LUMBER & Box Co 
Bate LuMBER Co. 

BLAGEN LUMBER Co 
Brooks-ScaNLon, INc. 

Caut-IpDA LUMBER Co. 

CASCADE LUMBER Co. 

Co.utns PINE Co. 

CRANE MILLs 

DramMonpD Matcu Co 
GeroraiA-PaciFic Corp. 
GILCHRIST TIMBER Co. 

Epwarp Hinges LUMBER COMPANY 
INDUSTRIAL WHOLESALE LBrR. Co 
KAIBAB LUMBER Co. 

LonG LAKE LUMBER Co. 
McCioup LuMBER Co. 
MICHIGAN CALIFORNIA LBR. Co 
J. Nerts LuMBErR Co. 

Ocxoco LuMBER Co. 

OREGON LuMBER Co. 

PICKERING LUMBER CorP. 


Circle No. 4 


Scott LumBeEr Co., INc. 

SETzER Forest PRODUCTS 

— Driv. oF GLENCO FoREST 
PRODUCTS 

Rap L. SmitrH LuMBER Co. 

TAHOE Forest Propucts Co 

TARTER, WEBSTER & JOHNSON, INC. 

TiTE Knot PINE MILLs 

U. S. PLywoop Corp. 

—SHASTA DIVISION 

WESTERN PINE ASSOCIATION 

WEYERHAEUSER SALEs Co 

WINTON LUMBER Co. 


ASSOCIATE MEMBERS 


CASEMENT HARDWARE Co. 

CHAPMAN CHEMICAL Co. 

Davip OsTIN MouLpDING Corp. 

Dorris LUMBER & MouLDING Co. 

MONARCH METAL WEATHERSTRIP 
Corp. 

PROTECTION Propucts Mra. Co. 

Woop-TREATING CHEMICALS Co. 

ZEGERS, INC 
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BUILDING PRODUCTS DEALERS! 
There's a lot of useless back-breaking dig- 
ging involved in uncovering new con- 
struction business... unless you have 
someone breaking ground for you . . . 
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We help do your spadework 
for finding business 


Trying to uncover new construction business by looking everywhere is the costly way 
to get the jobs you want. The best, most economical method is to let Dodge Reports 
pin-point exactly the kind of construction activity you're looking for right in the 
area you serve. If you'd like to see how this timely, accurate daily report service 
can get you more and better business, just read, then mail this coupon today. 


TO: DODGE REPORTS, DEPT. 22, 119 WEST 40th STREET, NEW YORK 18, N. ¥ 

Yes! I’d like to see how to get more business by knowing in advance who’s going to 
build, what, when, where. 

I want to know whom to contact and when to submit bids. 


I'd like to see some Dodge Reports, and I'd like a copy of your booklet that tells 
how to use this accurate, daily, up-to-the-minute construction news service. 


I understand that I can pick just the area in the 37 Eastern States and the type of 
construction activity that interests me. Also, that I won’t have to wade through mounds 
of data to find the information I need. 


I'm interested in General Building [-] House Construction [] Engineering (Heavy Construction) C] 


in the Following Area: —___ 


\Vif ls, 
ety, 
4 
re 


ADDRESS 


Dodge Reports 
For Timed Selling to the Construction Industry 
"99 \ 
“rig |yvy’ 


en 
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WOOD PRODUCTS 
30 YEARS mits ec 


IN BUSINESS UE 
F A NCES 


CATALOG 


showing all 
types 

Residential, 

Screen Picket, etc. 


A PROFITABLE 
SIDELINE FOR YOU 


THREE WAY 
PARTNERSHIP 
From left to right 
Richard W. Jacobs 
G. A. Jacobs, Sr. 
G. A. Jacobs, Jr. 
Third and Fourth 
Generations of 
Timbermen. 
EXPERIENCE 
COUNTS. 





SSS 
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REDUCE HANDLING COSTS 
with WHEEL-IT 


Ve ‘WHEEL-IT | 
is an ‘ 
| excellent A 
' investment 
: says \ 
Kimball & ; 
Prince 
‘ Lumber Co.,| 
Vineland, 
N. J. ' 


ooo 


a#¥ 


You, too, can save money with 


Put WHEEL-IT on the job in your yard - 
roofing, shingles, plywood, 
quicker, easier, cheaper 


WHEEL-IT 


~ handling lumber, 
cement — all materials — 
One man, using a WHEEL-IT, can easily do the work of a 
man and a truck or two men. Model 550, illustrated above, 
has 15’ wheels, takes standard auto tires. 
even on rough surfaces. 

@ 2500 Ibs. capacity 


@ Roller-bearing wheels. 
e383” 


Rolls easily 


@ Welded, all-steel frame 
zerk lubricated 
heavy-duty caster wheel furnished 





For information and free trial offer write 


HAWKEYE INDUSTRIES 


820 VIVIAN ST e Ke) fe)" (0) see) Re) .Vtele) 





Famous 


A} rymbols of 


Just as the famous 
bulldog is a symbol for 
tenacity in trucks, 
“NOYO,” trademark of 
Union Lumber Company, 
stands for consistent 
high quality 

in REDWOOD. 


@ certified K. D. 

@ precision milled 

@ complete stocks 

@ perpetuated timber 


Modernized equipment 
and nearly 

three quarters of 

a century’s experience 

as Redwood specialists 

keeps true — “once a 


Noyo Dealer —always,” 


MIXED CAR 
SHIPMENTS 


Union Lumber COMPANY 


TREE FARMERS AND 
MANUFACTURERS 


FORT BRAGG 
CALIFORNIA 


San Francisco 
Los Angeles 
Park Ridge, Ill, 


SALES REPRESENTATIVES New York 


THROUGHOUT THE NATION 





Circle No. 50 on Coupon, page 138. 
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Member California Redwood Association 
Circle No. 51 on Coupon, page 138. 
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This model A-160 is just one of many International Trucks with 
stake or flat-bed bodies with GVW ratings from 7,000 to 22,500 Ibs. 
Four-wheel-drive models also available. More powerful and rugged 
throughout, every model is built with all-truck components to perform 


at peak operation throughout the years ....at least cost. 


INTERNATIONAL pickups seat three big men com- 
fortably and offer bonus loadspace bodies up to 814 
feet long. Spacious, modern cabs have sweep-around 
windshields for maximum road visibility. 


INTERNATIONA 
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‘Extras’ are standard equipment 





Just one reason why you'll find 


International Trucks cost least to own! 


High -torque “‘six”’ offers more usable 
power, greater economy. Positive- 
engagement starting motor standard 


Smooth, level ride on any terrain, Cab 
‘floats” on exclusive mountings that 
soak up jolts and vibrations. 


Extra cross-member stiffens frame, ab- 
sorbs critical road shocks, even under 
heaviest loads. Assures proper alignment. 


Steering is easier and safer. Cam and 
roller-mounted gears put the feel of the 
road in the driver’s hands 


Wide-vision cab has greater accessibil- 
ity. No “knee-skinning” projections. Cab 
seat is over 5 feet wide. 


Extra outside step provides easier en- 
try on driver's side. Standard on INTER 
NATIONAL Model A-160. 


When you select an INTERNATIONAL 
medium-duty Truck, you get a rugged 
performer that’s designed to do the job 
without special “beefing-up.” 

An INTERNATIONAL is factory-built to 
take it! For example: the INTERNATIONAL 
standard “six” develops high torque and 
more usable power at lower RPM —there’s 
nothing extra to pay for “extra” pulling 
power. The INTERNATIONAL cab has “ex- 
tra” visibility and comfort with the larg- 
est sweep-around windshield and widest, 
most comfortable seat of any medium- 
duty truck. 

These standard features plus INTERNA- 
TIONAL all-truck components drag all 
costs—first, operating and maintenance— 
down low. No wonder INTERNATIONAL 
Trucks cost least to own!* 

Call your nearest INTERNATIONAL 
Dealer today. He’ll help you select the 
truck— with standard equipment — that’s 
delivered ready to do the job. 


*Signed statements in our files, from fleet operators 
throughout the U.S., back up this statement 


® 
INTERNATIONAL HARVESTER CoMPANY, CHICAGO 


Motor Trucks « Crawler Tractors 
Construction Equipment + McCormické 


cost least to own! 


Farm Equipment and Farmall® Tractors 
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New Literature 


Technical Data 





Windows. To illustrate and give technical data about its 
wide variety of wood window styles and types, the manu- 
facturer has just published a new 40-page Sweet’s Cata- 
log insert, also available in booklet form. It includes con- 
struction and application details for Curtis Silentite units, 
Curtis Style-Trend units, Silentite Convertible windows, 
Curtis basement sash and Rotovent circular window units. 
Curtis Companies, Inc., Dept. AL, Clinton, Iowa. 

Circle No. 220 on Coupon, pag= 138. 


Estimating Guide. A four-page estimating guide, out- 
lining uses and costs for 37 different “building saver” prod- 
ucts now is available. This two-color illustrated brochure 
covers a full line of products for treatments of concrete 
floors and wood floors, as well as admixtures for concrete 
and mortar and waterproofing and dampproofing com- 
pounds. Building Products Div., L. Sonneborn Sons, Inc., 
Dept. G-AL, 404 Fourth Ave., New York 16, N. Y. 

Circle No. 221 on Coupon. page 138. 


Siding & Paneling. Complete and easy to find informa- 
tion on Western Red Cedar Beveled Siding and Tee-Gee 
paneling is contained in a recently published four-page 
brochure. Grades are illustrated in the brochure in addi- 
tion to sizes, use information and conversion tables. Paint- 
ing information is also included. Western Red Cedar Lum- 
ber Assn., Dept. AL, 4403 White-Henry-Stuart Bldg., 
Seattle, Wash. 

Circle No. 222 on Coupon, page 133. 


Patio Covers & Awnings. Three new 4-page leaflets, fea- 
turing Ray-O-Lite translucent fiberglass covers and awnings 
and store front modernization are available. The patio 
brochure (No. 57RP) points up the advantages of Filtro 
25, exclusive heat-blocking formula. The awning leaflet 
(No. 57RA) shows how Ray-O-Lite cuts air-conditioning 
costs, transmitting soft light. No. 57CA tells how Ray-O- 
Lite awnings give a store new sales appeal. Ray-O-Lite 


Corp. of America, Dept. AL, 316 Peachtree St., N.E., 
Atlanta, Ga. 
Circle No. 223 on Coupon, page 138. 


Consumer Data 


Linseed Oil Use. “A mighty handy product to have 
around the house” is the way the maker refers to its lin- 
seed oil in a new leaflet describing six big uses of the 
product. It tells the consumer in detail how to treat picnic 
tables, protect concrete garage floors, thin paints, ete., by 
the proper application cf Boiled Improved or Pure Raw 
Linseed Oils. Spencer Kellogg & Sons, Inc., Dept. AL, 
98 Delaware Ave., Buffalo 5, N. Y 
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What's Your Answer? 

( Que stions on page 116) 

1. Mail order catalogs. See article, page 84. 

2. Large 4’x8’ sheets go up fast with fewer nails, 
less cutting, less waste. See ad, page 25. 
Become a Lowe “Associate Store.” See article, 
page 40. 
Attach two pieces of wood, with handles, to each 
side of a small piece of Fiberglas and ask your 
customer to try to stretch it. See ad, page 101. 
Mailed color postal cards of it to customers, each 
containing a product message on the reverse side. 
See pointer, page 87. 
Southwest Brand Ponderosa 
ad, page 17. 
The Carolinas. See article, page 54. 
DFPA’s idea booklet showing cabins, floor plans. 
See ad, pages 12-13. 
Set up a Dealers Reserve Warehouse. See article, 
page 70. 
To assist the NRLDA-NMA lumber packaging 
program. See ad, page 55. 


Pine Lumber. See 

















more fence profits 


FOR YOU WITH NEW 


DESIGNS! 





The biggest year yet in fence sales and profits is off to a great 
start with Habitant’s introduction of a smart new addition to the 
Basket-Weave in 


famous Habitant line. It’s beautiful, modern 
long-life Michigan White Cedar. 


in standard 7 ft. sections. Special-length sections necessary to fit 


Shipped completely assembled 


your customer's individual lot line are available at no extra cost! 
New Habitant Basket-Weave Fence is ready for instant installa- 


tion with matching gate. This new addition makes Habitant the 


most complete line of fine wood fence, with styles ranging from 
paling and stockade to popular picket and post-and-rail. 
DETAILS ON THE MONEY-MAKING HABITANT FENCE 


WRITE FOR 


LINE, AND FOR NEW FOLDERS, BROCHURES AND SPECIFICATIONS. 


BAY CITY 19, MICHIGAN 
The Finest Fence You Can Sell! 


Circle No. 48 on Coupon, page 138 


MORE SALES, QUICK AND EASY WITH 


Kobdtnt-oeconarive UNITS... 


Here's the NEWEST idea in fence sales — ready-to-install units 


NEW 


designed for dozens of uses. Units are shipped ready to install, 
complete with posts; all sturdily built of Michigan White Ce- 
dar. Twelve different units for your customers to choose from 
— each one an inspiration for additional sales of Habitant Fence! 


If it doesn’t have this tag, 


it’s not Genuine Habitant ! 





FEATURED AT $19.95 AND UP. . . DELIVERED! 


THE PENROSE UNIT 
to frame a garden 


THE HAMPTON UNIT 
to screen an entry 


THE LANCASTER UNIT 
to shield a terrace 
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Top quality products that sell all year long 


Plus bis dealer benefits like these! 
ee 


Don’t think for a minute that fine DAP products fit 
the “nail and screw” sales pattern. They’re fast- 
turnover profit items—needed the year round by 
every one of your customers—sold the year round 
through strong DAP advertising in top national 
magazines read by millions. And DAP doesn’t stop 
there! Dealers get new, eye-catching packages that 
customers will know on sight—new self-serve dis- 


play cartons that multiply sales—hand-out folders, 
America’s top selling caulking compounds in cartridges, 


big ad posters and many, many selling helps to 
identify your store as DAP headquarters. Call your 
wholesaler or send the coupon now. Get the facts on 
the first all-out promotion program in the industry. 


cans and collapsible tubes...finest quality glazing 
compounds...low-priced putties...amazing Kwik-Seal® 
in handy tubes... versatile Rope Caulk...many more. 
See new DAP catalog for details. 


World’s Largest Manufacturer of Putties and Glazing-Caulking-Sealing Compounds 


DICKS 
ARMSTRONG 
PONTIUS, inc. 


General Offices: Dayton, Ohio NAME_ 


DICKS-ARMSTRONG-PONTIUS, inc. 
General Offices: Dayton, Ohio 


Please rush more information on DAP products 
and DAP dealer benefits: 





(Formerly The Dicks-Pontius Company, its ADDRESS 


subsidiary, Landen Putty Werks, Inc., and 


The Armstrong Company.) CITY | a 
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ANOTHER 


HOMASOTE 


Precut Screening 


Insect wire screening now is pack- 
aged in convenient precut sizes. A 
shipping-and-display carton, requiring 
a floor space of 10” x 15”, holds an 
assorted two dozen take-home rolls of 
either aluminum or galvanized-steel 
screening cut to fit the door or win- 
dow. Complete instructions for the re- 
screening of either wood or metal 
frames are printed on the wrappers. 
Carton is shipped with six rolls of 
28” x 54” screening for small win- 


FIRST 


This new, weatherproof siding material is the 


most economical of its type and extremely easy to 
made possible by 
58” thickness—run every 8” the 
the special 
3-stage groove-lap joint assures rapid, true-line of materials—which you also 


apply. Deeper, wider grooves 
the high-density, 
length of the board. On both sides, 


installation. 


GVS is supplied in 4’ x 8’, 4’ x 10’, and 4’ x 12’ 
panels. On special order, GVS is also available in 
size 4’ x 9’—at no extra cost. It is available primed 
front and back, or unprimed. Behind this board 
are more than 40 years’ experience in the mak- 
ing of weatherproof materials. GVS offers supe- 
rior insulation value, durability, and weather- 


protection — holds paint longer than 
wood. Use the coupon below to secure 
full details on this and other Homasote 
products, and for your copy of the 
72-page Hemasote Handbook. 


HOMASOTE 


COMPANY 
In U. $., kindly address \ 
Trenton 3, New Jersey SEE OUR 
in Canada: Toronto, Ont. — Sweer's NAME 
“" ey yale ?- y \ ~<a ADDRESS 


ITY 
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Grooved Vertical Siding 
Easi-Bild Patterns 
Wilson Air-Float 
Construction 





EASI-BILD* PATTERNS offer 
the dealer big profit possi- 
bilities from a minimum in- 
vestment. Each pattern you 
sell contains complete bill 


sell. The average selling 
price of a pattern is 77¢ and 
sells for you $140.35 of ma 
terials you already stock 
Sell only 3 patterns a day 
for 300 days—you have neu 
profits of $31,824 a year. Get 
the full details from your 
Jobber or Homasote Repre- 
sentative 


*T.M. Reg. Easi-Bild Patter 


time = | 
{rousor © 
i— — SAVE MONEY -BUILDIT YOURSELF § — 


Cal 
Eusi Bild Patterns 


i 








Send the literature and/or specification data checked: 


Panl-Tile ‘on 4’ x 8’ panels) 
Beveled (clapboard) Siding 
Homasote (72-page) 
Handbook 


dows, 12 rolls of 32” x 54” screening 
for large windows and six rolls of 
36” x 72” screening for extra-large 
windows or doors. Refills of any width 
or length are available in plain car- 
tons containing 12 rolls. Durall Prod- 
ucts Co., Dept. AL, York, Penna. 
Circle No. 225 on Coupon, page 138. 


Asbestos Paper Seller 

An attractive counter merchandiser 
is designed to increase asbestos paper 
sales for household use. The two-color 
foldout display is said to self-sell the 
fireproof material for such uses as drip 
pan covers for gas and electric ranges, 
oven lines, hot pads, stove mats, iron- 
ing board pads, closet and bin liners, 
etc. The merchandiser holds 12 rolls of 
the company’s White Asbestos Paper, 
18” wide, 110” long, yet occupies only 
1% sq. ft. of counter space. Grant Wil- 
son, Inc., Dept. 19-AL, 141 W. Jack- 
son Blvd., Chicago, Il. 

Circle No. 226 on Coupon, page 138. 


Introduces Nail Packets 
Now making a bid for the do-it- 
yourself buyer who needs a few alumi- 
num nails for an outdoor repair job, 
the manufacturer is sealing from 15 
to 100 of its Temprite aluminum nails 
(depending on size and type) in a 
transparent polyethylene bag. Each 
bag has a saddle label that has both 
the price and type of nail printed on 
the front. The nails are packed 150 
bags per carton with an attractive 
aluminum trim pegboard display, 24” 
x 24”, included. Phifer Wire Products, 
Dept. AL, P. O. Box 9007, Tuscaloosa, 
Ala, 
Circle No. 227 on Coupon. page 138. 
(continued on page 128) 
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T. DOUGHERTY, President, The Dough- 
erty Lumber Co 


OUR NATIONALS provide a variety of records that are accurate and 


up-to-date. 


=" ne 


|, 


f 
1 


company 


“Our G@alional System 
saves us*lo,/7od per year... 


returns 81% annually on investment!”’—the Dougherty Lumber Co. 


“Mechanization with a National 
System has simplified our entire ac- 
counting set-up,” writes T. Dough- 
erty, President of The Dougherty 
Lumber Co. “With Nationals, our 
records are always up-to-date and 
completely legible at all times. 
“Our versatile National Machines 
handle a variety of jobs for us: Ac- 
counts Receivable, Payroll, Govern- 
ment Reports, Salesmen’s Commis- 
sion Records, Account Aging and 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


BUILDING PRODUCTS MERCHANDISER 


General Ledger. These records are 
posted with maximum speed and effi- 
ciency. As a result, we realize impor- 
tant savings in time and money. 
“Our National System saves us 
more than $15,775 per year, a return 
of 81% annually on our investment.” 


’ 


President, The Dougherty Lumber Co. 


A NATIONAL ACCOUNTING SYSTEM has reduced operating expenses for this 


Cleveland, Ohio 


Your business, too, can benefit from the 
increased efficiency and economy made 
possible by a National System. Nation- 
als pay for themselves quickly through 
savings, then continue to return a reg- 
ular yearly profit. For complete in- 
formation, call your nearby National 


representative today. He’s 
listed in the yellow pages of « 
your phone book é 
*TRADE MARK REG. U.S. PAT. OFF. 
Sational 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
ncr paper (No Carson Required) 


Circle No. 54 on Coupon, page 138. 125 








PLASTER AND 

MORTAR MIXERS 
§ sizes 2 to 12 Cu Ft 
Electric of gasoline 
Power throw-out on 


for high output 
smaller models, disc q ~ . . 
erate a with low price 
. G 
NON.-TILTING 
CONCRETE MIXER . 
Oram 36" dia x 6a! 
on itt oc maintenance 


engine 45 Hs at 
2700 RPM 


3% Cu Ft 


4 BLADEL 
POWER TROWELS Simple Design, Fewer 
Components; large 
scale production; a 
half-century of expe- 
rience; explain the 
leadership of Muller 
Machines. Muller's 
low prices and low 





maintenance costs 
make Muller Ma- 
CONCRETE MIXERS 2 chines the best invest- 
TILTING TYPE 

ah +: ment for the con- 


tractor. 








Ask for prices and name of local dealer. 
MULLER MACHINERY COMPANY, INC. 
Metuchen 9, N. J. Cable Address: MULMIX 





65 on Coupon, page 138 


‘THE LESLIE 
“SERIES 50” 


SLANT ROOF TYPE 


WIDE FLANGE 


BAFFLE 
PARALLEL TO 
BASE FLANGE 


6S DIA 
NO LEGS 


RE FREE AREA 


Combines all 
<<< |these features: 





a on INSTALLATION—4” wide flange . .. no “legs” or 
sts"’ to get in the way 

a w EAT HERPROOF—wide flange around top of stack, plus 
parallel baffle in rear 

% MORE FREE AREA—as certified by Metal Ventilator Institute 

% BETTER APPEARANCE —stre amlined, one-piece top, and 
roof-hugging design 

% USE WITH FANS—8” diameter stack fits round duct 

% STURDIER CONSTRUCTION—full .025” aluminum, 26-gauge 
galvanized steel, screen securely attached. 

Available in galvanized steel or aluminum, the “50 Series’’ Roof 

Vent is YOUR best answer to the demand for a vent that installs 

without trouble, that looks and performs well, and provides top 


quality at the right price. 


eo 
vy IELDING CoO., inc 


LS 2943 W. Carroll Avenue « Chicago 12, Ill 
Circle No. 55 on Coupon, page 138. 


Write for Leslie Louver Catalogs 


FOR BETTER, STRONGER WALLS 


USE WAL-LOK 


MORTAR JOINT REINFORCING 


DEFORMED \, 
AND KNURLED 


GALVANIZED 


CROSS BAR CROSS RODS 


HOLDS SIDE 
BARS UP 


BETTER 


MORTAR GRIPS 
ALL THE WAY 
AROUND 


WRITE TODAY FOR BROCHURE !! 


ADRIAN PEERLESS, INC. 


“1413 E. MICHIGAN . ADRIAN, MICH. 


Circle No. 66 on Coupon, page 138. 


SPECIAL BOAT STOCK 


Genuine Teak 
and Philippine Mahogany 


Either random or 
specified sizes. 


Thickness — Width — Length 


Direct mill shipment or 
from inventory, our yard 


...intransit rate. 


LCL OR CARLOTS 


4 


CALL * WRITE + WIRE 


PENBERTHY ° 


LUMBER COMPANY 


5800 SO. BOYLE AVENUE 
LOS ANGELES 58, CALIF 


—  — LUdiow 39-4511 Pe 
a 
Circle No. 56 on Coupon, page 138. 
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does the buyer want’’? 


CLEAN DESIGN in furniture—quality 
millwork, styled to provide homes with a 
custom flair at stock window prices. 


CONVENIENCES THAT WORK WELL 
AND KEEP ON WORKING 


The R:O-W window lift-out-mechanism 
and the LIF-T-LOX balance are engineered 
for superior performance and built to last. 


Removable Wood Windows 

















WINDOW BALANCE 


The reliable sign of proven The reputations of dealers and their builders depend upon 
quality, plus performance the lasting satisfaction of home buyers. First line, extra 
yr Ne a Mtr Tees tk feature products, like R‘O'W Removable Wood Windows, 

anh Anaiinleieparaens provide builders and dealers with inexpensive insurance. 


ReQOeW SALES COMPANY + 1323 ACADEMY « FERNDALE 20, MICHIGAN 
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SALES AIDS 


(begins on page 124) 

















Home Merchandising Aids 

Emerson-Pryne Co. announces a 
complete kit of merchandising aids 
specifically designed to offer tangibl 
help to dealers in selling homes. 
Among items included is a Salesman 
Guide, designed as a pocket-sized fact 
file, which provides the answers to all 
questions about any specific home, 
which any prospective purchaser could 
ask. Also included in the kit are show 
cards calling attention to many of the 
home features, directional arrow 
signs reading Model Home, Open 
House, etc. Emerson-Pryne Co., Dept. 
AL, Box 698, Pomona, Calif. 

Circle No. 229 on Coupon, page 138. 


Vent Cover with Clock 
Occupying only two square feet of 
floor space, a new display shows the 





Multiplex Display Panels 
help produce sales... 


It's important to successful selling to know 
the value of good display—this is es- 
pecially true where retail business is 
concerned. Building supply dealers who 
are making a real effort to set up mer- 
chandise displays are using Multiplex for 
a great variety of materials. These in- 
clude panelling, roofing, siding, floor and 
wall coverings, molding, etc. Also avail- 
able are literature racks and a door dis- 
play unit 


Multiplex Panels are steel-framed, welded 
to pivot rods which turn in drilled angle- 
iron wall brackets. They are virtually in- 
destructible, and should last as long as 
your building. Panels can be ordered in 


any number, and are available in a 
range of sizes—the most popular being 
30” x 80”. Drawing shows space required 
for typical 10-panel installation 


For further information, use the coupon. 





MULTIPLE 


DISPLAY FIXTURE CO. 


907-917 North 10th St. 
St. Louis 1, Missouri 








Please send your Display Equipment Catalog. 
Nome__ 
Company 
Address_ 


City and State 








Circle No. 85 on Coupon, page 138. 





de luxe model Stanthony ventilating 
hood, a de luxe vent cover with clock, 
back panel and the new Electramic 
built-in barbecue-broiler. Attractively 
finished in three colors, it is shipped 
flat and easily assembled in a matter 
of minutes, says maker. Literature, 
posters, mailing pieces, ad mats and 
even special invitation cards that en- 
able the dealer to conduct a demon- 
stration party are included. Stanthony 
Corp., Dept. AL, 5341 San Fernando 
Rd. West, Los Angeles, Calif. 
Circle No. 228 on Coupon, page 138. 


Roof Framing Calculator 

Determining easily and quickly what 
lengths to cut the lumber used in 
building a roof and rapidly figuring the 
proper angles at which the ends of 
each length must be cut are said to be 
greatly simplified with a new Quick- 
way Roof Framing Calculator. All 
that’s required to find proper lengths 
and cuts for framing an entire roof is 
the calculator plus any framing square, 
says maker. The new instrument gives 
full information for 10 different roof 
pitches. Gordon L. Joseph & Asso- 
ciates, Dept. AL, 606 Queen & Crescent 
Bldg., New Orleans 12, La. 

Circle No. 230 on Coupon, page 138. 


How to Select Hand Tools 


An illustrated customer-service 
chart showing how to select tools for 
garden and lawn care is included in 
the firm’s Tool-up Time promotion kit 
for dealers. The chart describes and 
pictures the 50 most popular tools, 
grouped by families. The home gar- 
dener can compare features and decide 
which type or size of a given tool is 
best for his own needs. True Temper 
Corp., Dept. AL, 1623 Euclid Ave., 
Cleveland 15, Ohio. 

Circle No. 231 on Coupon, page 138. 
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CROSSETT ROYAL OA 
FINEST FLOORING MAD! 


Available in special “nested” 
bundles containing an average 
of 24 board feet. Thirty-five 
bundles, neatly and uniformly 
wrapped and tied, provide 
Crossett customers a packaged 
unit of 840 board feet of 
Crossett Royal Oak Flooring. 
“Nested flooring” is easy to 
handle, easy to store, easy to 
inventory ...and can be 


shipped without delay. 











AT CROSSETT — logs harvested from deep 
shaded hardwood forests are the beginning of 
precision crafted Crossett Royal Oak Flooring. 
This raw material from managed woodlands makes 
possible high standards of quality manufacture. 
Then, skilled craftsmen who have devoted a 
lifetime to working in hardwoods bring out the 
beauty and build in the quality of Crossett 
Royal Oak Flooring. There’s peace of mind and 
profit, too, in building repeat business with 
Crossett quality. 





aS Ore ay CcCOMPAN Y 


A Division of The Crossett Company 
meeeO SS ETT. ARKANSAS 





LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





* ° Marshfield & Park Falls 
Roddis Plywood Corp. . Wieconsin 
Roddis Lbr. & Veneer Co. of Mich., 
Roddis Lb. & Veneer Co., Ltd. 

Sauvit Ste. Marie, Ontario, Can 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce 
dor Prod., Maple, Birch, Fig. Hdwd. Ven’r’d Doors 

Plywd. Modern Dry Kiln facilities 


Ironwood, Mich 





* H Subsidiary of 
Goodman Lumber Co... coiumet & Hele, Inc 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 
Northern Hardwoods, Hemlock, White Pine and Bass 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





*Copeland Lumber Co...... . Chicago, Ill. 
Mills—Marquette and Newberry, Michigan 


Sales Office — CHICAGO — 228 N 
Hardwoods. 


Lo Salle St 


Planing Mills and Dry Kilns 





*+J, W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Ock 
Block patterns. Custom kiln drying. 
Hard Maple and Birch lumber, 


Flooring. Strip, Herringbone, 
Upper grades 
rough. 





tMember Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn 
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MERCHANDISING TOOLS contained in 
wholesaler's sales kit for dealers are seen 
on wall above, explained by Dexter John- 
son, A.L. associate editor, center, to Flint 
(Mich.) dealer group. 


Jobber-Dealer Promotion 
Plan Explained by Editor 

How a cooperative merchandising 
experiment paid off for a wholesaler 
and his dealer customers was ex- 
plained by Dexter W. Johnson, asso- 
ciate editor of this magazine, to 65 
members of the Genesee County 
(Mich.) Lumber Dealers Assn., at a 
meeting in Flint last month. 

“By tying into this detailed sales 
promotion program,” declared John- 
son, “the retailer was able to boost 
sales by some 35%. The wholesaler’s 
chance to help retail customers with 
their promotion program is an oppor- 
tunity that shouldn’t be missed, 
pecially when sales are not as easy as 
they were.” 


es- 


Johnson described the step-by-step 
program developed by a wholesaler in 
collaboration with American Lumber- 
editors. He showed how other 
programs could be worked out and 
executed. Wholesalers were urged to 
join the Home Improvement Council 
and help dealers merchandise the big 
remodeling market. 


man 


DEALER POINTERS 
i ee 


“aaa 


Plastic Pipe by the Foot 


Unique fixture of plastic pipe at 
Lowe’s in North Wilkesboro, N. C., 
enables dealer to sell the pipe by 
the lineal foot. The fixture serves 
both as a display and as the dealer’s 
stocking bin in the warehouse. 


| 


| 
| 


This fine, friendly 
hotel is newly re- 
modeled and air- 
conditioned to give 
you the best 
Havana Holiday. 


Lunch on the terrace around 
the popular swimming 
pool. (A safe wading 

pool for children 
adjoining.) 


HOTEL PRESIDENTE 


159 ROOMS e 150 BATHS 


Havana, Cuba 


Members of Diner’s Club 





Circle No. 116 on Coupon, page 138. 


March 17, 1958, AMERICAN LUMBERMAN AND 











ELMER SAYS: 


" New Borden Display Racks 
Sell Glue Faster... 
Cost You Nothing Extra’ 


Now ... keep the entire fast-moving line of Borden’s glues 
right in sight, within easy reach of every customer. Choose 
the rack which meets your stock and space requirements and 
feature a clean, attractive glue display at no extra cost. 


©’ @.c. 


COMPACT COUNTER MODEL 


Takes less than 114 sq. feet of counter space , 
or it will even hang on the wall. It’s yours ae 
free of extra charge with only a $35.00 (omer out 
order of Elmer’s Glues placed ots, 
through your regular supplier. L de > ae 
You may choose your own ee 
assortment, but for a 
well-balanced glue department, 
here’s a recommendation 
@ELMER'S® GLUE-ALL 
Doz.—1% 02z.; Doz.—4 02.; 
» Doz.—8 o2z.; and % Doz.—pint 
plastic squeeze bottles 
@ELMER'S® WATERPROOF GLUE 
Doz.—% pint cans 
@ ELMER'S® CONTACT CEMENT 
Doz.—pint cans 
RETAIL VALUE: $56.66 
YOUR COST $34.82 


YOUR PROFIT: $21.84 


Plus Rack Free 


SPACE-SAVING FLOOR MODEL 


This one-stop glue department occupies 
only 114 sq. feet of floor space that 
you'll never miss. But, what a pay-off 
in glue sales. Just $75.00 worth of 
Elmer’s Glues through your supplier 
puts this handsome rack in your 
store. You may choose the 

assortment which best suits your needs 
but here’s the most ideal stock: 
@ELMER’S® GLUE-ALL 

Doz.—1% 0z.; Doz.—4 02.; % Doz.—8 oz 
Y% Doz.—pint plastic squeeze bottles 
and Doz.—pint jars. 
@ ELMER'S® WATERPROOF GLUE 
Doz.—% pint and 4% Doz.—pint cans 
@ ELMER'S CONTACT CEMENT 
Doz.—pint and Doz.—quart cans 


RETAIL VALUE: $120.26 
Your Cost: $ 74.22 


YOUR PROFIT: $ 46.04 


Plus Rack Free 


Place your Elmer’s Glue order with your supplier now, 
and we'll ship your rack to you in no time. Display 
the new Elmer emblem on your door or window. 
It identifies your store as headquarters for 
Borden’s glues. 


If it’s Bordens 


It’s got to be good! 


Bordens Products 


FOR THE 


HOME HANDYMAN 


©Borden Co. 
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More Than 
Just a 
Pipe Vise... 








AWHAARAAAAAAAAAN 


Yoke or Chain Vises 
Ve”’ to 6” capacities 
Bench, Stand, Post or Kit 


Extra Utility makes 


Pipe Vises big sellers 


Rieti LonGrip jaws take a firmer grip on 
pipe—and without chewing it up. Most of 
these vises have handy work-tray bases, pipe 
rests and pipe benders, doing more than merely 
holding pipe. Order a stock of these fast mov- 
ing ttza0p vises from your Wholesaler today! 


Circle No. 59 on Coupon, page 138. 





News Makers 


e Five shifts in personnel involving 
the merchandising and sales depart- 
ments of Masonite Corp., Chicago, are 
announced. Clarence E. Sutton, sales 
promotion manager, has been trans- 
ferred at his own request to a dealer 
sales territory in the Chicago area; 
Raymond §S. Chase, manager, sales en- 
gineering department, is the new sales 
promotion manager. forme} 
position will be filled by James H. 
Mein, who had held a Chicago area 
sales territory. Donald F. Silk has 
been made assistant manager, sales 
promotion, and Donald R. Smith, 


Chase’s 


whose territory Sutton assumes, has 
been transferred to Mein’s former field 
assignment. 

e The Southwestern Lumbermen’s As- 
sociation announces a new regional 
manager, Vincent Ogletree, who will 
make his home in Blackwell, Okla. 
His territory will include Oklahoma, 
south central and southwestern Kan- 
sas and western and southern Arkan- 
sas. Ogletree was formerly secretary 
of the Lumbermen’s Association of 
Texas and more recently vice-presi- 
dent of the Louisiana Building Mate- 
rial Dealers Association. 

e The Celotex Corp., Chicago, has 
named M. M. Morris its general line 
merchandising manager in order to 








MANUFACTURERS 


Since 1879 








EXCHANGE SAWMILLs SALES Co. 


SOUTHERN and WESTERN WOODS 


Representing: 
Yoncalla Lumber Co. 
Douglas County, Oregon 


1400 R. A. Long Bidg. 
Kansas City 6, Mo. rwx xc-ss« 


DISTRIBUTORS 
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add to the merchandising support it 
gives to its 16 district sales offices and 
their lumber dealer customers. 

e Election of David S. Perry, presi- 
dent, Filon Plastics Corp., El Segundo, 
Calif., as a director of the Home Im- 
provement Council is announced. The 
Council, which has its headquarters in 
New York City, recently launched a 
$125,000 homeowners’ contest to stim- 
ulate home modernization on a nation- 
al basis. 

e John F. Bates has been appointed 
manager, builders’ hardware 
Stanley Hardware, div. of the Stanley 
Works, New Britain, Conn. 

e Kennatrack Corp., Elkhart, Ind., has 
promoted Rudy J. Kopore to general 
sales manager. Norman Metzler, pre- 
viously industrial sales manager, be- 
comes assistant general sales man- 
ager. 

© George M. Cur- 

tis, president, 

Curtis Companies, 

Ine., Clinton, 

Iowa, was elected 

president, Nation- 

al Woodwork 

Manufacturers’ 

Assn., at the 

recent 


sales, 


group’s 
3lst annual meet- 
ing in Chicago. J 
H. Sampson, White Pine Sash Co., 
Spokane, Wash., was elected vice-pres 
ident; L. C. Paisley, Farley & Loet- 
scher Mfg. Co., Dubuque, Iowa, treas- 
urer. 


Curtis 








7} — ee 
ad 1 ed 7 


ad ©) SS ON, eo) ee 


More and more of your custom- 
ers are asking about treated pole 
frame construction for durable, 
low cost farm buildings. Treated 
Lodgepole Pine from J. Neils is 
the answer to their needs and to 
increased sales for you. J. Neils 
poles are straight, strong, with 
uniform taper. They are selected 
from our own timberlands, and 
treated (penta or creosote) in our 
own plant. Mixed cars can in- 
clude poles with treated or un- 
treated lumber. Free plans and 
erection instructions available. 


J. Neils Lumber Company 
Division of St. Regis Paper Co. 








Complicte 
Bed: Shipped 
KD. Easy 
Assembly & 
Mounting 





Catalog ond Prices 








MILL AND TREATING PLANT AT LIBBY, MONTANA 
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REDUCE 


Write, wire, phone for 


Unload a Load 
or Half Load at a Time 


The R=-B Company 


1921 Guinotte, Kansas City 20, Mo. ) 


—_ 
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You'll PROFIT from 
this PAIR! 


Evaneer rir prywoon fills a wide 


variety of building needs and provides year- 
around sales potential. You can depend on 
complete customer satisfaction with Evaneer 
panels no matter where they’re used. Both 
interior and exterior are DFPA grade-marked 
for uniform quality. 


Evanite HARDBOARD is popular be- 
cause it’s inexpensive and easy to use. Evanite 
ceiling and wall panels turn ordinary rooms 
and basements into bright, cheerful living 
areas. For rapid turnover, stock all five Evan- 
ite textures—including the new prefinished 
Driftwood. Your jobber can receive both prod- 
ucts in the same carload. 


It pays to buy from your jobber! 


Evaneer and Evanite are trademarks of Evans Products Company 


PLYWO00) AND HAROBOARO, 





EVANS PRODUCTS COMPANY 
Piymouth, Michigan 
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BEST SELLER | 


from COAST TO COAST 


SEALS 
PRIMES 
FINISHES 









Dries in 








h 


The amazing \ 


interior wood finis 
that belongs on 
every dealer shelf 


See your distributor, or write 


DESMOND BROS., 1826 W. 54th St., Los Angeles 62, Calif. 


Factories: Alliance, Ohio; Los Angeles, California 


Circle No. 63 on Coupon, page 138. 
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30 minutes 














(METIME ABRASIVE 


PERMA-GR)T 





proof of SKILMANSHIP 


PERMA-GRIT aispiay 





makes a sale in 10 seconds! 


Place this display next to your cash register and 
invite your customer to make his own sanding 
test. The Perma-Grit Hand Sander is always 
ready for use on the display. The customer starts 
sanding. Within seconds, he’s convinced. This 
tool sands twice as fast as sandpaper. Lasts 
a lifetime of workshop use! Yet, it retails for 
only $3.45. 

With your initial stock order you receive this dis- 
play free. Requires less than a square foot of coun- 
ter space and it quickly 
turns over the stock of 
hand sanders. For com- 
plete details about the 
Perma-Grit Hand Sander 
and other Perma-Grit 
products, use the coupon 
or contact your whole- 
saler. 


PERMA-GRIT FILE. Full 14 
blade cuts in ali directions 
Free File display with initial 
stock order. Retail—$2.25 


More Fast- Moving, Profitable 
PERMA-GRIT Products 





PERMA-GRIT WHEEL. 
Actually 5 tools in 1. For use 
on 8" table saw. Saws, sands, 
shapes, dadoes, ploughs 
Retail—$12.95 


PERMA-GRIT made only by SKIL Corpo- 
ration, manufacturer of famous SKIL and 
SKILSAW products, Chicago 30, Illinois. 


| 


po-ccc------- 


SKIL Corporation, Dept. ACP-38 In Canada: 

5033 Elston Avenue 3601 Dundas Street West 
Chicago 30, Illinois Toronto 9, Ontario 
Please send me more information about Perma-Grit and 
the name of nearest Perma-Grit wholesaler. 

Name 

Store 

Street_ 

City State - 
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PRICES 


(begins on page 8) 





to calculate quickly his own status in 
relation to the industry. 


Cheaper to continue. 
United States Plywood Corp. vice- 
president on the west coast, said the 
present situation has taken about a 
year and a half to develop. “We hope 
the bottom has been reached at $64,” 
he said. 

“We're below cost now; if we were 
buying logs or stumpage we couldn’t 
run. It is a question of figuring when 
does it become cheaper to shut down 


Gene Brewer, 


than to continue. In our case we're 
better off to run at this price level. 

“This is a business with us. We ex- 
pect the present situation to take 30 to 
60 days to get a pattern. And until 
general business conditions get better 
I don’t see how we can escape. 

“Even with the softness of price, 
the fir plywood industry still has 
strength. This strength lies in the 
DFPA standards,” he stated. 

A spokesman for Georgia-Pacific 
Plywood Corp. said that firm is balanc- 
ing production to meet orders, follow- 
ing the market down or up. 


Finances govern action. It is appar- 
ent that not all fir plywood operators 
face the current unbalanced produc- 


DESIGNED TO SELL AND STAY SOLD 


Eigh DOOR HARDWARE 


HERE ARE ALL THREE TYPES of popular door 
hardware, each backed by the Leigh reputation 





for fast-selling, 
Every set in a single, convenient package for 


customer-pleasing products. 


easy handling and storage. 


FOR FOLDING DOORS, Leigh offers two sets 


— with or without bottom track 


for any 


folding door of wood or wood-framed mate- 


rial. Especially popular for ease of installation. 


FOR SLIDING DOORS, Leigh sets include 


facia. 








SizeOmatic, the only truly universal package 
for easy installation on any sliding door, and 
Lok-Tab, simplest, most effective ever devised 
to keep doors from jumping track. Also de- 
luxe sets with superior performance features 
plus extruded aluminum track with integral 


FOR POCKET DOORS Leigh offers the in- 


dustry’s greatest advance with vertical and 
horizontal steel trusses interlocking for warp- 
proof, trouble-free installation. A complete 
prefabricated steel sliding door pocket in one 


convenient package. 


FREE — Catalog of a/l Leigh metal 
building products. See your 
jobber or write to LEIGH 
BUILDING PRODUCTS, 1858 
Lee Street, Coopersville, Mich. 


+, 9 
fap et ie 


Awnings & Canopies 
Closet Accessories 
Full-Vu Bi-folding Doors 


METAL BUILDING PRODUCTS 
Outdoor Accessories 
Aristocrat Mail Boxes 
Ventilators 

Folding & Sliding Door Hardware 


DIVISION OF AIR CONTROL PRODUCTS, INC. 


tion-sales situation with the same out- 
look. Mills buying logs or stumpage 
are under heavy pressure to curtail. 
Mills with stumpage bought at low 
prices don’t feel so much under the 
gun. A few mills can’t stop; if they 
do their high fixed costs and charges 
will kill them. Some are taking ad- 
vantage of income tax carry-backs 
from operating losses this year and 
letting Uncle Sam pay part of the 
bill. 

Dealers "shop". Reports that dealers 
are shopping for concessions on lum- 
ber as well as plywood comes from 
A.L. sources around the country. In 
Kansas City, concessions of $1 to $2 
from the quoted lists on kiln-dried 
lumber have been reported. A.D., on 
the other hand, is in short supply in 
that area and prices are firm. Al- 
though C & Btr. finish is listed at 
Kansas City at around $125, many 
sales are being made at $115, it is said. 
Another typical report is from Balti- 
more, where prices seem firm but there 
is more than usual shopping by re- 
tailers. 

Effects of price increase. Price in- 
creases which took effect this month 
on gypsum and _ insulation boards 
found dealer and wholesaler ware- 
houses jammed with merchandise in 
anticipation of the March 1 deadline. 
Prices jumped 4 to 4%% on gypsum 
board and 3.5 to 5% on insulation 
board. Price increases varied with the 
item and almost 
escaped price changes. 

Producers claimed they were paying 
higher wages, that raw materials were 
more expensive and that the recent 
freight rise had boosted their expenses 
substantially. The immediate reaction 
at the dealer-level was largely psycho- 
logical. Their general comment to 
American Lumberman was that it was 
a bad time to talk higher prices to 
builders who are just now becoming 
a bit more optimistic. Stocking up at 
the old price will give the contractor 
temporary protection but as dealers 
said, “we are limited by space avail- 
able and our bank roll.” 


some products 


Lower-price houses. An _ indication 
that builders are sensing the need for 
more homes in the lower price range 
came from a survey of Chicago-area 
builders just completed by Chicago 
Federal Savings & Loan Association. 
One-third of the builders plan more 
lower-priced units this year com- 
pared to 1957, while 52% expect to 
build at the same price. The remaining 
15% expect to gamble with higher 
priced units. 


Wisconsin Officers Reelected 

Russell H. Davidson, Tower-Hub- 
bard Lumber Co., West Allis, was re- 
elected president, Wisconsin Retail 
Lumbermen’s Association, at the 
group’s recent 68th annual convention 
in Milwaukee. Other officers reelected 
were: L. W. Wagner, Baysinger Lum- 
ber Co., Green Bay, vice-president, and 
P. J. McCormick, McCormick Lumber 
& Fuel Co., Madison, treasurer. 
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How this weatherproof carton 
helps you to sell nails 


HIS weather-resistant carton requires no 
4 ome care. It can be taken right out on 
the job wherever the nails are going to be 
used. Three thicknesses of heavy Kraft-lined 
corrugated boards laminated together with 
waterproof glue keep cartons solid in wet 
weather and through all types of handling. 
The two-piece telescope carton with re- 
placeable top keeps American Nails pro- 
tected from dirt and weather on the job— 
another real advantage. 

You can sell these advantages to farmers, 
carpenters, contractors, and other big users 
of nails. Your customers also will appreciate 
the built-in handles that make this package 
easy to move and lift. 

This package helps you, too. It is easy to 
stack, can easily be palletized for efficient 
handling, and is available for any type of 
nail you stock. 


Packaged Nails: Be sure to investigate 
American’s 1-lb. and 5-lb. packaged nails. 
They are far easier to handle, eliminate 
waste, and eliminate in-store packaging. 
Most important—these bright, red-and- 
blue packages sell themselves to your cus- 
tomers. Ask about the American display 
rack that helps you move nails. American 

— Steel & Wire, Cleveland 13, Ohio. 


REMEMBER THESE SALES POINTS 


e 
American Nalls FR wuew vou seu naus 


. American Nails drive straight and true 
because they have sharp points, well-cen- 
tered heads, and are made of quality steel. 


A nail for every purpose... 


Anchor nails, box nails, barrel nails, basket nails, 
clinch nails, clout nails, common nails, coated nails, 
shingle nails, siding nails, slating nails. Plus a com- 
plete line of spikes, staples, and tacks. 

There’s an American Nail for every nailing task 
—a nail that’s carefully made from quality steel. 
In 1-lb., 5-Ib., 25-Ib., 50-Ib., and 100-lb. containers. . American Nails come in any type 
Write for descriptive catalog. and size needed for a job. 


. American Galvanized Nails last 2 to 3 
times as long as ordinary steel nails. 


. American Stainless Stee! Nails resist 
destruction by strong alkalis and acids. 


SL. 


American Steel & Wire 
Division of United States Steel 


Columbia-Geneva Stee! Division, San Francisco, Pacific Coast Distributors * Tennessee Coal & tron Division, Fairfield, Ala., Southern Distributors * United States Stee! Export Company, Distributors Abroad 


BUILDING PRODUCTS MERCHANDISER Circle No. 67 on Coupon, page 138 135 





American 
Lumberman 
Classified 
Advertising 





Terms — Cash With Order 

Minimum Charge $7.50 

Rates: 

| Time —30c per word for each insertion, 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 

Add $1.75 per insertion for blind ads bearing 

box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, Ili. 











HELP WANTED 








SITUATIONS WANTED 





BUSINESSES FOR SALE 

















SOUTH FLORIDA 
RETAIL YARD MANAGER 


South Florida is experiencing tremendous 
growth which necessitates the expansion of 
our operation. You can enjoy the benefits of 
working for a well established company with 
unlimited promotional opportunities and em- 
ploye benefits. Write in complete details 
your experience in the lumber business and 
personal background enclosing a recent pho- 
tograph and mail to Box No. B-20, American 
Lumberman, Inc. 

RETAIL LUMBER SALESMAN WANTED 
Successful suburban Chicago retail lumber 
dealer wants to employ one or two men with 
lumber experience to sell packaged r 
ing to the consumer. Selling experience not 
necessary, but helpful. Good opportunity. 
Please state experience, and salary expected. 
Our men know of this ad. Address Box B-54 
American Lumberman, Inc. 








Manager Wanted 


Man with experience, competent. aggressive 
salesman, able to manage all phases of build- 
ing material operation. Good salary, profit 
sharing. possible opportunity of purchasing 
the business. Address Box B-55 American 
Lumberman, Inc. 


WANTED WHOLESALE LUMBER AND 
BUILDERS SUPPLY SALESMAN 


with experience as commission salesman. 
Complete stock of lumber and builder supplies 
available to back up carload sales on an LCL 
basis. Commission with guarantee; car fur- 
nished Excellent opportunity for the right man. 
Will also consider man with managerial ex- 
perience in a retail yard who wishes to change 
into sales. Write indicating experience, age, 
references. Address Box B-57 Raadvan Lum- 
berman, Inc. 








General Manager able to take full responsi- 
bility for operating lumber manufacturing 
company. Must have three to five years’ ex- 
perience as general manager of lumber manu- 
facturing company; outstanding record as a 
business man and profitmaker; experience in 
selling through wholesalers in Northeast and 
Midwest markets. Age 40-55. Send complete 

1 and b data plus present com- 
pensation. Reply in strict confidence. Address 
Box B-58 American Lumberman, Inc. 


ACCOUNTANT AND CREDIT MAN 


Large Florida Retailer wishes to employ top 
Accountant and Credit Man between 30 and 
45 years of age. None but best considered. 
Address Box B-59 American Lumberman, Inc. 


WANTED: Experienced kitchen and appliance 
salesman. References necessary. Address Box 
B-60 American Lumberman, Inc. 














SITUATIONS WANTED 











Aggressive. ambitious, honest manager, age 
34. Outstanding record, creative sales. De- 
sires new challenge and opportunity. $15,000. 
Address Box B-45 American Lumberman. Inc. 





wholesale carload business or whole- 
sale distribution yard or Salesman in In- 
dustrial Department. Address Box B-38, 
American Lumberman, Inc. 


Home Center manager, former executive lum- 
ber company. 35. desires relocation Address 
Box B-62 American Lumberman, Inc. 


aging whel lumberman wants position man- 





136 


pap igs A trained lumberman de- 
sires positi ger of independent Re- 
tail lumber oan with possibility of future 
purchase of stock. Address Box B-61 American 
Lumberman, Inc. 





James W, Kuenning 
Consultant to Prefabricated Home 
Manufacturers. 





Production and operational consultant with 
practical experience. Eight years’ experience 
in prefabrication in the capacity of Production 
Manager with two 1000 houses per year com- 
panies. Plant layout, engineering, design, 
estimating, machinery and technique develop- 
ment, product planning. 

If you want to join the fast growing prefabri- 
cation industry. the ‘know-how’ to set up a 
complete operation is now available. 


Write to: James W. Kuenning 


1460 Mohican [re 
Pittsburgh 28, 





Wholesale or Retail Lumber Buyer 
Thirty-five years’ experience wholesale, retail 
and distributing yards. Familiar all phases 
buying and selling. especially Western Pines 
and Associated Species. Employed Midwest. 
Will relocate. Address Box B-65 American 
Lumberman, Inc. 





SALES REPRESENTATIVES 
WANTED 











Commissioned Lumber Salesman to represent 
well-rated manufacturer and wholesaler of 
Southern and West Coast Lumber and Ply- 
wood. Exclusive territories open in New Eng- 
land, Middle Atlantic, and South Atlantic 
states. Add our lumber offerings to your pres- 
ent non-related line. Address Box B-40, Ameri- 
can Lumberman, Inc. 





BUSINESS OPPORTUNITIES 











FOR LEASE—Established up to date retail lum- 

ber yard in prosperous Southwestern Michigan 

town, $35,000.00 inventory. Best location in two 

4 town of 8000. Top opportunity. Address 
66, American Lumberman, Inc. 





LUMBER & DIMENSION 
FOR SALE 











Write us if interested in the following items: 


30M’ _ #1 Com. & Btr. #1 & #2 White Hard 
aple e 
5,500’ #2 Com. & Btr. Hard Maple 
11M’ ele #2 & #3 Com. Hard Maple 
15M’ 8/4 #1 Com. & Btr. Red Oak 
35M’ 5/4 #2 A & Btr. Poplar, S2S 
30M’ 4/4 #1 Com. & Btr. Poplar 
40M’ 4/4 #1 Common Poplar 
200M’ 4/4 #2A & #2B Common Poplar 
10M’ 6/4 #2B Common 
1 Car 8/4 #1 Com. & Btr. Poplar 
20M’ 5/4 #2 Com. & Btr. Sycamore 
1 Car 6/4 FIF & Btr. Poplar 80% 14-16’ 
Any size order American Black Walnut, 
dor t d, any grade or thickness. 


S. B. Harward Lbr. Co., 





Livingston, Tenn. 


Prosperous building material business in Mich- 
igan’'s best tourist town. Ample warehouses 
and yard space. Large, modern salesroom. 
Best of prospects. Would prefer to lease land 
and buildings. Aout sixty thousand will cover 
stock and equipment. Apply Box B-43, Ameri- 
can Lumberman, Inc. 





For Sale, Lumber. hardware, ranch supply 
business in North Central Nebraska County 
Seat town. Large trade area serves 3 Ne- 
braska counties and has lucrative South Da- 
kota following. Two yard town, has weekly 
livestock auction to pack them in, has new 
Sones pool, and county has voted new 
4 bed hospital to be built this next 
ear. This business was pictured in the Mural 
xposition at Cleveland National Retail Lum- 
ber Dealer's Association, one of 7 so honored 
in Nebraska. Has most traffic in town with 
Post Office adjacent. Reason for selling — 
3 partners can’t agree, none with sufficient 
capital to buy out the others so all must 
sacrifice. Inventory and Fixtures approx. $100.- 
000. With long term lease on Real Estate or 
sale as desired. For more complete details, 
write Box B-44, American Lumberman, Inc. 


FOR SALE: To settle estate. Old established 
prosperous Lumber, Feed, Hardware Business. 
On Railroad, own siding. Mrs. A. J. Horohoe, 
Delanson, Sch'dy Co., New York. 








Established retai] building material and hard- 
ware store for sale in El Paso, Texas. Recent- 
ly r deled. Outstanding —- Excel- 
lent reputation. Low overhead. Approximately 
$50,000.00 to handle clean inventory. No re- 
ceivables or real estate. Excellent long term 
lease. Reason for selling is expansion of 
wholesale and construction business and new 
retail outlet elsewhere. Reply Box B-53, Amer- 
ican Lumberman, Inc. 








Business For Sale 
Building material and coal, annual volume 
$350,000. New buildings, good equipment, 
plenty of rail trackage. Northern Minnesota. 
Owner retiring. Address Box B-56 American 
Lumberman, Inc. 





For Sale: Lumber, building materials, paint, 
builders hardware in small Alaska town. No 
competition in lumber, building material. 
Grossing over $100,000 (1957, $127,000). New 
Buildings, one 2!/, stories 49x72, ome 42x70 
basement and one floor. Well equipped busy 
shop. Warehouse area 6500 Sq. Ft. Store 
area 832 and two large apartments. Inventory 
about $20,000. Price plus inventory 
and equipment at book. Address Box B-63 
American Lumberman, Inc. 





For Sale or Lease on Modern Oak Flooring, 
Dimension and Moulding Plant, Sawmil!] and 
Concentration yard. This is one of the most 
modern and complete operations in the Appa- 
lachian Area. Must sacrifice, will accept any 
good offer, will trade. Address Box B-64 Amer- 
ican Lumberman, Inc. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 





DOUBLE YOUR INCOME from your news- 
paper advertising by using our Low Cost 
““Timber-r-r’’ cartoons. For FREE roofs write 
LILLY ADVERTISING CARTOONS, Box 167, 
Long Beach 1, Calif. 
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OD TELS RON NIE (RTI PS Em 
W REFLECTOR HARDWARE CORP.DEPT.AL- 31 


PUT BUILDERS’ HARDWARE IN EASY BUYING- Bf 1400 NORTH 25th AVE., MELROSE PARK, ILL.E 
REACH OF CUSTOMERS...MAKE MORE SALES. — g_ Gentlemen: : 


Please RUSH my free copy of the 
g mew Spacemaster 57-S Catalog. 





2 Name 
B Position 


a 
4 
z 
~ ff 
i 
@ Firm Name i 
y 








B Address 
City Zone___State 








FOR YOUR COPY 
OF THE NEW 





NEW 


MERCHANDISING SPACEMASTER MERCHANDISING UNITS 


EQUIPMENT DIAMOND PATTERNED METAL SHELVES, 
PANELS AND ACCESSORIES 
Visit Our Showrooms BINNING, SPLICING AND SIGNING 


DEFLECTOR waroware corp. <onageag 


NEW YORK OFFICE hundreds of other NEW items. A Self-Service 

pres SHOWROOM MAIN OFFICE AND FACTORY PACIFIC COAST OFFICE AND SHOWROOM and Self-Selection Guide for any line or depart- 

225 W. 34th ST. 1400 N. 25th AVE. 851 S. LOS ANGELES ST. ment. Fully-illustrated—shows you how to get best 
NEW YORK 1,N. Y. MELROSE PARK,ILL. LOS ANGELES, CALIF. merchandise presentation setups. 
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FOR HIGH | = FOR QUICK | 
QUALITY! ‘2. Jf) SHIPMENT! 


JOIST HANGER 








TIMBER RING _ 


»/ | 
; RIBBED STEEL. 
ie. CROSS BRIDGING 


YOU CAN 3g 
enue DEPEND ON AREA WALL 


‘on ‘eS > 
SE BUILDING —— 
SPECIALTIES 


FOUNDATION 
ate VENTILATOR 
FRAMING ANCHOR PEAK VENTILATOR 


e POSTS © RECEIVERS 
etintets ° TRUSS HARDWARE. Witt mesy 


e ANCHORS © SIDING CORNERS e ANCHOR BOLTS “For service and initiative above and be- 
FIREPLACE PARTS yond the call of duty in suggesting ‘‘Scotcn’”’ 


e WINDOWS e WALL PLUGS : s : e 
WRITE FOR CATALOG—OR SEE IT IN SWEETS Brand Masking Tape with every paint sale! 


CLEVELAND STEEL SPECIALTY CO., INC. 


ESTABLISHED 1924 — 3771 EAST 91st STREET, CLEVELAND 5, OHIO 
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creen Products Co 
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el & Wire Div., 





e substantial cash dividends 

e trained engineers 

e more than 80 branch claim offices in U. S. 
and Canada 


‘apitol Products C« » 
a /4 CMY ‘larke Sanding Machine Co 
‘leveland Steel Specialty Co., 
James S. Kemper, chairman H. G. Kemper, president ‘olorado Fuel & Iron Corp.. The 
nsvenssccniueed Col via Mills, Inec., The 
Continental Steel Corp 
‘) + Lbr ‘ 
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PONDEROSA PINE — SUGAR PINE 


Trade Mark WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


—e” PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 
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keep informed on “WHAT’S NEW™ 


10 1% 12 13 14 15 16 17 18 19 20 
FOR INFORMATION ON 21 22 23 2s 27 30 31 32 33 34 35 36 37 38 39 40 
41 42 43 45 47 5O 51 52 53 S54 SS 56 S7 58 59 60 
Advertised Prod ucts 61 62 63 6s 67 70 71 72 73 74 75 76 77 78 79 80 
81 82 83 8s 87 90 91 92 93 94 95 96 97 98 99 100 
ee ee 401 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
under the advertisements on which you 121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 
141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 156 157 158 159 160 
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 
181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 


wish date 


FOR INFORMATION ON 


4i i 4i 
What Ss New Items 201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 


221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 
Circle the code number at the right which 
corverpeniis te the number listed of the end 241 242 243 244 245 246 247 248 249-250 2514 252 253 254 255 256 257 258 259 260 
of that particular “WHAT'S NEW” item. 261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 
March 17, 1958 281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 
’ 








Nome Position 
(Pleose Print) 


Compeny Street 








City. 








Mail to American Lumberman & Building Products Merchandiser, 139 N. Clark St., Chicago 2, Ill. 
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Curtis Companies, Inc........+..--- | 4-65 | THE SIGHT IS RIGHT WITH A 


Cyclone Fence Dept., American Steel & Wire Div 
U. S. Steel Corp > e-oaTe > j 


Desmond Bros 

De Walt, Inc . Terre 
Dexter Lock Div., Dexter Industries, In« 
Dicks Armstrong Pontius, Inc ‘ 
Dodge Reports . pea 

Donley Brothers Co., The.. 

Douglas Fir Plywood Assn 

Durham Co., Donald q 


Users of David White surveying instru- 
ments get all their measurements on the 
button. They know they’re right, avoiding 
Eleo Tool and Screw Corp costly errors. You'll be right too, if you 
Evans Products Co } stock David White instruments. David 
Exchange Sawmills Sales Co.. .. oe 7 White has been making surveying instru- 
, ments for over 50 years. It is a well-known 
Firestone Tire & Rubber Co., The... . -_ 6 ie line that has high acceptance everywhere. 


Frantz Manufacturing Co 


Habitant Fence, Inc , 

Hager & Sons Hinge Mfg. Co., C... 
Hawkeye Industries aes 
Heatilator Div., Vega Industries, Inc 
Homasote Co, . ° ° . 
Hotel Pittsburgher Motel 

Hotel Presidente : 


Independent Lock Co 
Inland Steel Products Co 


International Harvester Co 
Ives Co., H. B 


Kaiser Aluminum & Chemical Sales Inc 
Kennatrack Corp., Sub. of Ekeo Products Co 
Keystone Steel & Wire Co 


Leigh Building Products, 

Div. of Air Control Products, Inc } 
Leslie Welding Co., Inc.. 26 FOR 
Libbey-Owens-Ford Glass Co 5 
L. O. F. Glass Fibers Co.. 22 BUILDERS 
Louisville Cement Co 
Louver Mfg. Co a 
Lumbermens Mutual Casualty Co 


Macklanburg-Duncan Co 
Mall Tool. Co., Div. of Remington Arms Co., In¢ 
Marlite Division of Masonite Corp 
Masonite ¢ Sorpors ation 

Mastic Tile Corp of ame rica. 

Mauk Lumber Co., 

Mauk Seattle Lbr. 

Michigan-California Lumber Co. 
Minnesota Mining & Mfg. Co...... oes 
Morrison Steel Products, Inc., Roly-Door 


ee 19 | A big market exists for this versatile, low-cost instrument. 
Muller Machinery Co., Inc... .. 26 “i? : : 
Nitition Plantae Pinter For determining differences in elevation, plumbing walls, 


Multiplex Display Fixture Cc 
7 er a contouring, laying angles, tiling, drainage, irrigating. 
ational Cash Register Co., The 2: ey 2 s : Bs os ie Eig 
National Gypsum Co 105, 106- T8006 Farm and Light Construction Level-Transit. Tripod 


woe tie ce ee ; 4} | included. Retails for $79.50. 


pochontey Lhe Ge oe 26 For Contractors—Heavy-duty instru- 
Pickering Lbr. Corp...... es ; ; ment for road and building construc- 
Pittsburgh Plate Glass Co., Pai i . 2 tion. Used to align piers, plumb walls, 
ey tnd ag oars ascertain slopes—for tiling, general 
Ciimtinaea "13 highway construction, leveling of 
floors, laying angles. 78300 Universai 
R-B Co., The beck oe ee : 3 Builders’ Level-Transit. Includes new, 
= teehee om a wees . . 74-75, 98, 13 ! American-style, wide-frame tripod. 
teflector ardware Corp 4 ) ¢ 
Ridge Tool Co., The rs pipes Retails for $217.00. 
Re Oe W Sales Co Fe Giak ols Ge eae soe 
Ruberoid Co., The eT eee ree : 3 : © ac * 
Russell Co.. The F.C.... bias 92 or Concrete Contractors—Preci 
Russell & Erwin Div., The American Hardware Corp.... ee | > sion-made. Measure differences in 
grade, find proper slope for drainage. 
lay out building sites. T8017 Lighi 
Construction Level. Tripod included 
Retails for $49.95. 


=" 


Sensenich Corp 

Signode Steel Strapping 
Simpson Logging Co... 

Skil Corporation : 

Smith & Son, Inc., Seymour ; 
Southern Pine Assn. .......... 
Southern Screw Co... 


Southwest Lbr. Mills, Inc.... o 
Stanley Building Specialties For Every Customer! Precision- 


Sub. of The Stanley Works....... . Spe ee 2 made. For rough estimates, pav- 
Stanley Hardware Div. of The Stanley Works... ’ b-87 i ani avi a 
Stanley Tools, Div. of The Stanley Works oe oe bmg Aang em 
Timber Engineering Co. ... ihe Natural impulse item. Each car- 

ton an effective merchandising 
Union Lbr. Co. ; rane : 5 unit. Builders, farmers, home 
oe pe era Bolt Co ; owners—all prospects. 5556 True 
U Se facial halal te es ar Sight Hand Level. Only $2.95! 
I 
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S. Steel Corp... 

Ss Steel Export Co. 
Distributors and dealers being appointed now. Write for complete 
Ww Lat details today, including facts on our time-payment plan that can help 
are Laboratories, Inc.. » 2 
Wistern Lock ute Co. you close plenty of sales. 

Weyerhaeuser Sales Co... ' ; . : Prices slightly high of th , 

Ww hite Instrume nt Ca; , David vio Sanne. Meanie wees oe See Meeean 


Wisconsin-Michiavan Group ‘ ‘| DAVID WHITE INSTRUMENT COMPANY 


W M Spetimnte Ce... és ° ° 
Wood Products Co, .ccccccccscccscecs : oahat Dept. J, 2051 North Nineteenth Street, Milwaukee 5, Wisconsin 
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Visking Co., Div. of Union Carbide Corp 











And then there a Cadillac 
for it with a ter 


cnal 


was the sultan who bought He paid 
thousand dollar bill and said, “Give me my 


ge it lIkswagons 


Salvation Army 
women? 
yuple for Saturday night.” 


x + 


urgiass figure 


blast 
} a) 
ISUYING up t 


she 
er { Get the wi 
It’s available from us 


athing from MAUK 


Simple Celia 
needs is just fi 


r “He 


y 
1 to b 


Ditto abo 


to be careft 


says he likes me just the way I am so I have 
just the way I am every time I see him.” 


+ * 


Psychiatrist When did you 
enjoyed paying L come tax + a 


Do You Know What Dep't. 

Do you know what a doughnut is? A fried halo 

Do you know what bacteria is? The rear entrance to a cafeteria 
Do you know what MAUK is? Good for whatever ails you 


MAUK Seattle Lumber Co. 


Seattle 5, Washington 


* 


* 
The G. A. MAUK Lumber Go. 
Toledo 8, Ohio 
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e@ No. 466—Combination square 
and horizontal panel 


Accent 
Home 
Beauty 


@ The garage door is the most 


important door in the modern 
home of today. It must operate 
as easily as an entrance door, and 


@No. C527—Carved Door 
with panel pattern 


should achieve complete 
architectural harmony. In the aug 
mented Frantz line of Overhead Doors, 
there is a wealth of modern styles to 
blend with and accent the beauty 

of any home design. Frantz doors not 

only add more to home beauty but 

also provide more in home convenience 

Their ease of opening, 

their mechanical excellence in either 

torsion spring or extension spring types, gage 


@ No. 250—5-section horizontal 
panel, popular for ranch homes 


and their many exclusive features, 
are the talk of the industry. Frantz 
quality is topmost! Virtually 

every part of every door—from 
the steel ball bearings in the 
rollers, to the door sections and 
zinc plated hardware—is made 
in our own plants! When you 
feature Frantz Doors you feature 
the greatest combination in 
beauty, quality and engineering 


Write for Catalog No. 289 


@ No. F227—Flush Door 
molding strip design 


with 


FRANTZ MANUFACTURING 
COMPANY 


Sterling, Illinois 
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\ 
Prod 
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No. 95 Latch 


SCREEN 
HARDWARE 


The sales leader 
of the month 


It’s time for the annual changeover 
from storm sash to screens. Your trade 
is keenly aware of the urgency for 
prompt action to insure a full season 
of protection from the intrusion of flies 
and insects. Note the assortment of 
fine, precision built screen hardware 
now available — from the complete 
Screen and Storm Door Sets to the 
attractive Door Latches and Screen and 
Sash Hangers here illustrated. If it’s 
genuine National, you can always 
depend upon smooth, trouble-free 
performance. 


NATIONAL MANUFACTURING CO. 


STERLING, 


ILLINO'US 


No. 97 Screen and Storm Door Set 
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SPECIFICATIONS 


DED TO SECURE 


ICK WALLS 


RECOMMEN 


DRY BR 


iP 
ORKMANSH 
TYPE OF w 

OMMENDED TO SECURE D ry 


REC : 
Brick 


Walls 
| 


GET THESE 


IMPORTANT 
BOOKS! 


i three books at the left are a “must” for 
anyone who is interested in good masonry 
construction. One describes the type of work- 
manship recommended to secure dry brick 
walls. The second describes the specifications 
recommended to secure dry brick walls. The 
third describes the type of workmanship recom- 


mended for good concrete-block walls. 


Each of these books has been endorsed by 
foremost authorities. Each has received a cita- 
tion of merit from the Producers’ Council and 
the American Institute of Architects, Each is 
fully illustrated, clearly written. Each contains 


a wealth of really valuable information. 


These books are not advertisements for our 
product, Brixment. They are published and 
made available to members of the building 
trades solely as an industry service. Mail the 


coupon, today, for your free copies. 


LOUISVILLE CEMENT COMPANY, LOUISVILLE, KY. 


Manufacturers of 
BRIXMENT FOR MORTAR 


Louisville Cement Company—Dept. 2, 
Second and Walnut Streets, Louisville 2, Kentucky 


Gentlemen: 


Without cost or obligation, please send me a copy of each 


of your three books on masonry construction. 
Name 
Firm 
Street 


City 
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